Next Week 
You Will Find 


in “The Recorder” 


Sell Shoe Service Plus Style 


Showing the merchant how to sell the 
life of a shoe rather than price alone 
is a real theme for a real issue. No 
man should wear a shoe after its ap- 
pearance-value has vanished. Here’s 
what every merchant can use: 


Question: If a man’s $8.00 shoe 
wears 4 months, how much is it worth 
per month to the wearer? Two Dol- 
lars? Positively not! 


Answer: 


Wear Style Total 
Value Value Value 
1st month. .$1.00 plus $3.00 equals $4.00 
2nd “ .. 100 “ 1.00 “ 2.00 
erd.. %... 100 50 “ 1.50 
Me oe, Oe 8 00 “ 50 


$8.00 


We show merchants how to register 
with an amazing development (the pub- 
lic is kind to kids to the point of giving 
them everything), for a new form of 
“child-consciousness” is the outcome of 
all this kidnaping news. One store of- 
fers to footprint every child and these 
records identify, and also size-inform. 
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The VOICE of the TRADE 


The greatest crowd 
ever seen at a ball game in Boston 
was recorded on the same day that 
National Sports Shoe Week 
started. The connection between 
the two is of our own making, but 
the significant thing to note was 
that 51,331 ardent fans went out 
to a ball park to see the Boston 
Braves triumph. Is there no sig- 
nificance to the fact that all outdoor 
events in this Olympic year record 
capacity attendance? Is it because 
of the depression or in spite of it? 
Is the public finding money for 
leisure and is the next step apparel 
for leisure? And will it mean the 
greatest sport shoe year ever? 





A “cinderella bandit” 


is operating near Lynn, Mass. He 
steals only a single slipper from a 
pretty girl. His technique is to 
dash up in his auto, dismount, seize 
the slipper and speed off. He has 
three left shoes to his credit and 
the police are now asking whether 
he is a slipper souvenir snitcher 
or a style stealing shoe man. 
* * * 


How to get babies 


into the shoe store is a problem of 
the conscientious shoe retailer who 
believes kiddies should be fitted 
when young. Maurice Yoskin of 
Geuting’s, Philadelphia, points out 
that mothers don’t bring their 
babies all the way into the center 
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of the town as they formerly did. 
Yet there are hundreds of thou- 
sands of baby shoes sold every year 
over the counter. But is that the 
right thing to do? He advocates a 






WE_DON'T MAKE MUCH— 
—_ her er 


' BUT WE SPEND IT 





shoe store campaign that will make 
necessary the proper fitting of even 
the very first soft sole footwear ; 
for, “what is more wonderful than 
the baby business in any store? It 
is really the start in family shoe 
store business.” 

Bring back the babies to the bus- 
iness. x Ok Ok 


The Resale Price 


Maintenance Bill died in the Sen- 
ate Committee because of six bul- 
lets fired by Anthony H. Geuting, 
president of the National Shoe Re- 
tailers’ Association. The letter 
was the shortest and best summary 
presented at the hearing, as read 
by Senator Couzens, Chairman of 
the Senate Committee on Inter- 
state Commerce: 

“The National Shoe Retailers’ 
Association opposes the bill be- 
cause : 

“1. It is against the interests of 
the general public and will act to 
maintain high prices, and thus add 
to the cost of living. 

“2. It will foster monopolies 
among manufacturers. 

“3. It will change the retailer 
from a buyer for the public into a 
mere selling agent for the manu- 
facturer. 
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“4, It restricts the free buying 
initiative of the retailer and re- 
stricts him in the operation of his 
business by giving the manufac- 
turer partial control of his busi- 
ness without assuming any part 
of the financial responsibility. 

“5. It will abolish free and 
open competition among retailers. 

“6. It will inevitably lead to gov- 
ernmental control of business.” 


* * * 


WV itliam T. Livingston, 
president of R. H. Fyfe & Co., 
Detroit, recently told of the great- 
est thrill that he experienced dur- 
ing more than sixty years of as- 
sociation with the company. This 
one episode seems to stand out 
above all others. 

“Twas about 58 years ago 
when I was a mere lad of 16 years 
of age. In those days the ma- 
jority of our shoes were custom 
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built, as we maintained a custom 
department in which all boots and 
shoes were built strictly by hand, 
both for our own stock and private 
customers. It was in the Fall of 
the year and quite cold. I arrived 
at the store one morning a bit early 
and built a good fire in the stove, 
and had started to sweep the floor 
with an old-fashioned broom, as 
was the custom in the early days. 
I had swept about half the length 


’ of the store when a customer en- 
























































tered and expressed his desire of 
purchasing some shoes, several 
pairs, in fact. Being a mere slip 
of a lad and quite anxious to make 
good in the vocation of my choice, 
I became intensely interested in the 
customer and gave him the very 
best attention possible. The cus- 
tomer demanded nothing but cus- 
tom built shoes, the very finest we 
had in stock. In those days the 
very highest grade, strictly hand- 
made boots and shoes, retailed at 
from $8 to $10. In the course of 
the transaction my early morning 
visitor selected one pair of about 
every style we had in stock, in high 
and low shoes, both black and tan. 
The sale amounted to over $150, 
which was looked upon as a phe- 
nomenon in those days of low- 
priced merchandise. Even today, 
with the same types of shoes sell- 
ing at $25 and $35 per pair, a sale 
of $150 is considered quite un- 
usual. 

“After carefully selecting and 
fitting these various pairs of shoes, 
they were all wrapped, ready to be 
paid for and taken out, when the 
customer informed me he had to 
step across the street for a moment 
and would be right back. Need- 
less for me to say, I was the hap- 
piest kid in Detroit. I think my 
chest expansion increased about 
four inches. I was walking 
around on air with my thumbs in 
my vest singing a song of youthful 
triumph and happiness. I was in 
my ‘seventh heaven.’ Mr. Fyfe 
and the rest of the boys had not 
arrived at the store yet. It was 
still quite early. I don’t recall of 
having finished sweeping the floor 
that morning. I was too happy. 
So elated and filled with enthusi- 
asm, I could hardly wait until Mr. 
Fyfe and the rest of the fellows 
came to work, so eager was I to 
spread the good news about what 
I had accomplished. I wanted to 
tell everybody, the world, shout it 
from the house tops. 

“After an elapse of several 
hours, in which time I had told 
almost everybody in Detroit and 
had received the commendation of 
my employer about my $150 sale, 
I was still bubbling over with en- 
thusiasm and ambition, when it 
dawned upon me that that vast ar- 





—‘‘Lookit,” says Mr. Goldbags, “these shoes 
I’ve had for three years. Good for a lot 
more wear too. | should buy more shoes 
in times like these—I don’t think.” 

—“Lookit,” says Mr. Gotrocks, “in the 
label of this suit it says ‘1928.’ Why 
should | buy more clothes when there is 
another year or two left in the suits I’ve 
got.” 

—And so on, all along the line. Everyone 
of us has heard similar remarks during 
the past hectic months. 

—What’s the answer? The vicious circle 
still goes on. To refrain from buying new 
shoes and new clothes, if one can afford 
them, is just another phase of hoarding 
money. It means that whatever wealth is 
left is being endangered by the fear and 
stupidity of these men and women who 
could, if they would, do their share to 
keep money in circulation and business in 
action. 

—There is still a powerful lot of purchas- 
ing power in hiding. The sooner it gets 
into action, the better for all of us. 


Zot 6 TEE | 


President. 





ray of shoes was still piled on the 
counter waiting for the customer 
to come back. 

“And listen, gentlemen, I am 
still waiting for him; he never did 
come back. A few days later he 
was found to be violently insane 
and was locked up, later to be com- 
mitted to an insane asylum. 

“What a thrill! What a thrill!” 


* * * 


E. P. Brown, 


chairman of the board of the 
United Shoe Machinery Corpora- 
tion, in his annual report, said: 

“We take a degree of pride and 
satisfaction in the fact that we have 
been able to carry on our various 
services without impairment and to 
continue without interruption the 
same policies toward our custom- 
ers in respect to savings, efficiency 
and economies which have actu- 
ated us from the beginning. 

“The function of the Corpora- 
tion in respect to what it supplies 
to its customers, both machines and 
merchandise, is definitely that of a 








service organization. We supply 
tools which our customers use in 
the manufacture of their products. 
They look to us for the maintenance 
of stocks of supplies. They rely 
upon us for services which are im- 
portant elements in the main- 
tenance and efficiency of their man- 
ufacturing units. There has never 
been a time when the need of our 
customers for our undiminished 
services and cooperation has been 
greater than during the present pe- 
riod. There can certainly be no 
difference of opinion that we 
should not sacrifice our facilities 
or equipment, even in these times, 
to economies which both in the im- 
mediate present and over a period 
of time could only result in a re- 
duction of efficiency and hence 
would not prove to be economies 


at all.” 
* * * 


[| on tennis shoes 
are selling at ten cents each and 
twenty cents a pair in the Wool- 
worth stores. They are the con- 
ventional rubber-soled canvas shoe 
with the trade name “Athletic,” 
but of the low oxford style— 
whereas the general demand is for 
the ankle or high shoe type. But 





ES. 
for all that, it is the most for the 
money in foot covering. In all 
probability it is a “loss leader” be- 
cause tennis shoes can’t be made up 
for that price, plus duty. 

If the Senate tariff revenue item 
of five cents per pound on crude 
rubber had gone through, every 
United States factory would have 
been penalized to that extent—for 
rubber selling at less than 3c. the 
world over would cost the Amer- 
ican producer 8c. There is a spir- 
ited protest against imported foot- 
wear in the belief that it is a form 
of dumpage. 

* 


Swiss bargain days 
are limited for every canton in 
Switzerland has rules and regula- 
tions. For example — sales, 
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whether they are annual or forced, 
may not be held without the proper 
police permit. So, the number to 
be held by the same store in one 
year is limited. 

In Zug, a shoe store having 
headquarters in Lausanne decided 
to close and applied for a liquida- 
tion sale permit, which was duly 
granted for the period July 4 to 
September 3, 1931, after which 
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time the shop was closed. Two 
weeks later the shoe shop under a 
different name, also with head- 
quarters in Lausanne and owned 
by the same company, decided to 
open a store in the same premises. 
The cantonal law of Zug, however, 
clearly specifies that after “a liqui- 
dation” sale no business of the 
same nature can be conducted in 
the same premises by the same en- 
terprise for the next three years. 
The permit, therefore, was re- 
fused. 

The matter came up before the 
Federal court and was pronounced 
as an infringement of the “free- 
dom of trade” principle, with the 
remark that if any abuse was made 
or unfair advantage taken of the 
fact that for two months the pub- 
lic knew that cheaper shoes were 
to be had at that store, the owner 
or manager could be fined, but 
should not be forbidden to open 
another or similar store under an- 
other name. 






* * * 


p ioneering is often 
rewarded years afterward. George 
H. Bass, shoemaker of Wilton, Me. 
had, for some years, been making 
stout boots for woodsmen, log 
drivers and others to wear. One 
day, a shoemaker of his own shop 
crew, brought to him a pair of 
moccasins that he had made for 
his own feet, according to the In- 
dian manner of shoemaking. Mr. 
Bass, a thoughtful man, suggested 
a few improvements—such as put- 
ting the moccasins on a pair of 
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lasts, to shape them to the right 
foot and the left foot. The In- 
dians, of course never knew about 
lasts and they made both mocca- 
sins of a pair alike — ‘and wore 
them on either foot. 

Now this shoemaker paid no at- 


~ tention whatsoever to Mr. Bass’ 


suggestions, commenting that the 
moccasins “were good enough for 
him” and he put them on his feet 
and wore them. But Mr. Bass 
thought well of his own sugges- 
tions, in fact so well that he pro- 
ceeded to try them out on his own 
account. And as he experimented, 
he developed Indian moccasins of 
such styles as might, and did, 
please the paleface pedestrians who 
came to the woods to hunt and 
fish. 

Next, Mr. Bass proceeded to 
further improve the primitive In- 
dian shoe, and his next endeavor 
was that of putting a sole of leath- 
er on the bottom of the shoe, so 
as to provide the protection that 
the “tenderfoots” of civilized life 
needed when they walked over 
pavements of concrete, volleyed the 
ball across tennis courts, or drove 
the white pill over the ranges of 
the golf courses. 

And that’s how it is that a mul- 
titude are wearing the primitive 
type of Indian footwear, plus 
modern improvements, made by 
the G.-H. Bass Company. 
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Oncar Horton, 
president of the recently organized 
Leather Insole and Split Asso- 
ciates, Inc., says that the path of 
progress is not down the cheap 
boulevard, for after inspecting 
many pairs he states: 

“Bulging counters, sagging box 
toes, foreparts spread out over the 
edges of the outersoles—these told 
a grim story of cheapness. The 
shoes obviously had become so 
misshapen as to be harmful to wear 
long before uppers and outersoles 
showed any appreciable signs of 
giving out. How foolish, when a 
few cents a pair—probably five or 
six—would have enabled the man- 
ufacturer to use a good leather in- 
sole and better grade counters and 
box toes—thus building a shoe 
which would have given real ser- 


° ” 
vice. x * * 


Tie martingale strap 
on pumps, has appeared again. 
This time in a new formation, and 
it’s usually spoken of as a “style 
new from Paris.” It represents an 
effort to get away from the ta- 
miliar patterns. The martingale 


strap, of the horse’s harness, fur- 
nishes the thought for this new 
pattern. Ordinarily, a martingale 
strap is engaged to metal rings. 
But in the new martingale strap 
pump the leather of the strap is 
engaged to rings of leather. 


il 


Vs 





Sufferin tripe! It would be a right! ! 
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Solving Price Problems 
Through Cooperation 


Three Specific Cases in Which 
United Action Proved Helpful in 


Stabilizing a Community's Price Level 


yom different dramas have been 
unfolding in three separated cities of this country. 
Differing in detail, these performances nevertheless 
present the same story. 
It is the story of price cutting, an old story. 
But old as the story is, the price cutting which 


threatened in each of the cities assumed a relatively - 


new guise. How the merchants involved decided to 
put an end to this evil, and how, finally, they succeeded 
in doing so, makes up the fascinating plots of these 
dramas. 

Let us present briefly a synopsis of the action in 
each of these dramas from real life. 


Competition from Bankrupt Stocks 


The locale of the first is Columbia, S.C. Authority 
for the facts is Thad E. Horton of the Columbia 
Chamber of Commerce. 

The cast of characters includes five local merchants 
(one a shoe retailer), a bankrupt dealer and the city 
marshal. For obvious reasons, names cannot be men- 
tioned. 

Act One first presents a victim of circumstances. 
Thrown into bankruptcy, he is ordered by the Federal 
Court to sell his assets in order to meet his obligations. 

This, of course, will place his merchandise stocks on 
the market for virtually a song, and dealers who buy 
up the goods will be able to offer them at prices far 
below actual cost. Demoralization of the community’s 
price standards will be the natural result. 

Act two presents five Columbia merchants, all 
sound business men. They are talking about the 
forced sale of Dealer X’s merchandise. 

First merchant (the shoe dealer) : “Thé marshal’s 
office appraised his stock this morning.” 

Second Merchant: “What did they decide?” 

First Merchant: “They’ll take $2500 for the lot.” 

Third: “Wow! That’s dirt cheap!” 

Second: “You bet. That stock’s worth every bit 
of $15,000.” 


Fourth Merchant (worried): “Do you know what 
it means if that stock gets out into the market? It 
means trouble for all of us.” 

Fifth Merchant (new to the business) : “How so?” 

Fourth: “The fellows who buy X’s goods will be 
paying for it one-sixth its actual cost. If they’re out 
to pull trade away from the rest of us, they can do 
so quite easily, simply by offering this stuff at half 
what the same merchandise costs us. And at that, 
they’ll make a handsome profit. Something like 400 
per cent.” 

Fifth: “That’s right, all right.” 

First: “These bankrupt stocks are what complicate 
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the price situation. We figure our operating expenses, 
decide what we want for profit, and then work out a 
mark-up that will cover the expenses and give us the 
profit. Everything goes smoothly. Everyone is sat- 
isfied. The public pays a reasonable profit, while 
fear of competition keeps us from making prices too 
high. But along comes a bankrupt stock; what then? 
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Second: “Did you hear the latest? The marshal’s 
assistant was telling me this morning that a man from 
North Carolina came into his office yesterday and 
offered $75 more than the appraised figure to take 
all of X’s stock off his hands.” 

All: “What!” 

First: ‘“What’s he going to do?” 

Second: “As I understand it, he plans to open up 
a temporary store, right here, bring in lots more stock 
from neighboring towns and dump it all.” 

Third: “Are you sure?” 

Second: “Yes!” 

Third: “If the appraiser sells him, this man will 
probably continue in business, ship in goods from the 
outside all the time, and just raise merry hell.” 

Fourth: “That’s about the way I size it up.” 

Third: “Well, then, let’s buy the stuff ourselves 
and keep it in the family.” 

Fourth: “I was thinking of the same thing.” 

x * * 


The third act takes place in the marshal’s office. 
The five gentlemen of the preceding act have just 
talked things over” with the marshal. The marshal 
[TURN TO PAGE 48, PLEASE] 











A highly practical but 
novel beach sandal with 
cork sole and hand cro- 
cheted top made of 

















Devore yarn 


(Lastex 


covered with Durene) 


Grecian lace sandal with 
Cuban heel and moulded 
rubber sole. Comes in a 
wide variety of colors 
and also in wedge heel 
type. For beach or gen- 
eral knockabout wear. 


This ventilated beach 
oxford of canvas and 
mesh, with welt finished 
rubber sole also may be 
used for tennis and gen- 
eral country wear. 












For high style beach 
wear. Leather sole and 
high heel, with straps 
made of red and blue 
ribbon, braided. Blue 
patent leather insole 
with red piping between 
insole and outsole. 


Straps, scientifically 
placed to support the 
little foot when laced, 
take this beach and 
knockabout sandal for 
children out of the ordi- 
nary. Khaki colored cot- 
ton, with rubber sole. 


As 


Infinite 


Variety 


Whether for reasons of style 
or economy, beach sandals 
will find a place in every 
woman’s and child’s summer 
wardrobe this year. The froth 
of the footwear industry— 
but profitable froth if proper- 










Just as sport shoes often cover 
the feet of the anemic whose hardest exercise is a 
four no-trump bid in contract, so beach footwear 
does not always indicate that the wearer is a champ 
high diver or long distance crawl expert. Beach 
sandals have become a misnomer, largely because wo- 
men have adopted them for general play and knock- 
about wear, not only at the beaches but in the moun- 


ly merchandised 


tains, country places, small towns and even in the 


suburbs of the large cities. 


Their gay colors and fancy, open-work patterns 
give freedom, fresh air and sunshine to the foot—an 
expression of gayety and buoyancy that is much 
needed in these days—and in most cases at a low cost 
that is entirely within the keeping of the modest 
budgets of today. In other words, beach footwear 


Boot AND SHOE 
combining THE 


RDER 
SHoe RETAILER, June 4, 1932 

































a SS, Ve 


> 
) 
/ 
j 
1 


t 
t 





An all rubber sandal for 
beach and active swim- 
ming wear. The sponge 
rubber sole gives it a 
lightness that does not 
interfere with swimming, 
in fact the shoe is so 
light it floats in water. 


Low heeled general 
sport and beach sandal in 
canvas, in white and 
colors with moulded 
crepe sole. For children, 
misses and women. 











As 
the Waves 


of 


High style novelty beach 
sandal with thick cord 
sole and cork covered 
straps bound in high col- 
ors. Composition buckle 
decorates the vamp. 


Colorful patterned cloth, 
seamless quarter linings 
and welt soles feature 
this beach and general 
wear sandal for children, 








the Sea 


Beach sandals ‘parade in al- 
terns. New versions this year 


over those of last year. Many 

of them contain reinforced 

shanks and provide better 
fitting qualities. 


allows a woman to get quite a kick out of life, at 
little expense. Of course, if she wants to go in for 
extreme novelties, she must pay the price. 

To the shoe merchant the urge on the part of wo- 
men and children to indulge in this riotous and gay 
footwear, should mean opportunity knocking at the 
door, bringing extra business, for while beach foot- 
wear may be used for general use thus displacing 
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Of conventional pee. 
this beach and _ sport 

most endless styles and pat- sandal is distinguished 
by ba ge ig material 
. . of which the upper is 

are decided improvements main. Mallee ania 
rubber sole; white top- 

lift on Cuban heel. 
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regular shoes, by and large, the beach sandals are 
purchased only for part-time wear, and as such mean 
added business for the shoe shop. 

In acquiring his stock of beach sandals the mer- 
chant must be guided by the type of store he runs 
and by the purchasing power of his clientele. For 
the high style shop, the novelties in cork and the new 

[TURN TO PAGE 62, PLEASE] 





Put a Summer Selling Punch in 





Summer should provide the theme 
song for shoe store window displays in June. White 
shoes, sport shoes, vacation footwear, shoes for grad- 
uation and weddings, ventilated types and Summer 
weight shoes are all seasonable merchandise for pro- 
motion at a profit before clearance sales start. En- 
terprising merchants everywhere will put maximum 
sales pressure behind such merchandise and try to 
create an appropriate window atmosphere in which to 
show it. 

Utilizing a Sports Shoe Week drawing published 
in the Boor AND SHOE REcorRDER, issue of April 30, 
the Stetson Shoe Shops of New York built a window 
which won results in both interest and sales during 
the week of May 23-28, designated as National Sports 
Shoe Week. The poster was reproduced in colors 
and enlarged five times. 

G. L. Harger, general manager of the stores, aug- 
mented the sales appeal of this effective window back- 
ground by injecting the question: “Have you a pair 
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A sales-producer in sports shoes, this window by the 
Stetson Shoe Shops, New York, makes practical pro- 
motional use of a Sport Shoe Week illustration published 
in the April 30 issue of the Boot aNp SHOE REcORDER. 
The addition to the poster of the line “Have you a pair 
of comfortable sport shoes” by G. L. Harger in charge 
of the stores, proved an effective query. The poster was 
enlarged five times and reproduced in the original colors. 


of comfortable sport shoes?” Comfort, he main- 
tains, is fundamental in shoes for sports wear. 

The timely featuring of Summer sports in this 
window served as a definite stimulant to business and 
customers voiced their appreciation of the reminder 
that it was time to think about sport footwear for 
Summer use. 

In connection with the poster, golf equipment was 
used to carry out the idea of sports. Clubs and bag 
gave color to the background while on the left a green 
pennant emphasized the thought of comfort with the 
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Every Window 


Display in. June 


Outdoor Life the Theme Song for Profitable 


Sales Promotion on Summer Types of Footwear 


phrase “comfort on the green.” On the “green,” 
consisting of artificial grass, were some golf balls and 
shoes. Note that one of the shoes lies on its side so 
that the features of the sole are displayed. The ef- 
fectiveness of the poster is aided through the placing 
of the grass directly below it, filling out the thoughts 
implied in the poster with actual merchandise shown 
on a realistic background. At the same time it com- 
pletes the vertical lines of that corner of the window. 

While the attention value of the window is centered 
about the poster, the display is not limited to sports 
wear. Street shoes for men are exhibited in the front 
and on the right Summer whites for women. It is 
time to begin planning your exploitation for the latter. 

Confirming early forecasts regarding whites, the 
demand for footwear of this character is already 
forcibly making itself felt. The three-day holiday 
period the first part of this week evidenced this fact. 

One suggestion for the promotion of whites in your 
window is build a small stage in the background with 
the proscenium arch about two feet above the floor. 
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Place some models on the stage so that they are visible 
up to about the knees and dress them with Summer 
frocks, mesh stockings and white shoes. This will 
make an effective setting for a broadside of Summer 
footwear on the front floor of your window. 

The display of men’s sport shoes shown on this page 
is by Ben West, display manager of the Oak Hall 
Clothing stores, Memphis, Tenn. The trim was pro- 
ductive of real sales results, according to Claude 
Caradine, manager of the shoe department. 

This window shows the use of graded platforms in 
an interesting arrangement. A wide V effect is 
achieved by the lower row of stands. Hosiery appro- 
priate for sport shoes is featured. 
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This window sold “New Sport Oxfords” in the Oak Hall 

store of Memphis, Tenn. It was designed by Ben West, 

display manager. Claude Caradine, manager of the shoe 

department, reports much customer interest as a result 

of the display. The blocks are covered with cloth, light 

green on the sides and red on the tops. The columns 
in the background have a similar color scheme. 




















































White buck dressy golf shoe with non-slip composi- 
A popular number in some metropolitan 
stores this season. 


tion sole. 





Heavy brown calf oxford with brown saddle and 
spiked leather sole. 








Genuine moccasin type golf shoe of boarded calf 
with composition sole and heel. 


The present seascen is showing some in- 
teresting changes in golf clothing, notably 
in the wearing of long trousers or slacks. 
Last year it was estimated that perhaps 25 
per cent of the men wore the slacks, while 
this year is seeing fully twice that number 
on the course. Quite a few men have 
formed the habit of going to business in 
grey flannel trousers with which they wear 
a short black coat. They are now able to 
go immediately from the office to the 
links, stopping only to change their shoes. 

This clothing trend, according to some 
buyers, is having its effect on the shoes 
worn. Some dispute the influence of the 
clothing, but the fact remains that men 
are demanding lighter weight shoes, more 
special knobbed composition or rubber 
— - are taking to the flexible shank 
models. 


More Golf Shoes Sold Right 


Three Outstanding Types This 
Season and How To Sell Them 


By HARRY R. TERHUNE 
Field Editor 


“ F > 

ve got to get a new pair 

of golf shoes. Let me see what you have, please.” Salesmen 

‘in men’s shoe stores hear some such request as this quite fre- 
quently in early Summer. 

During the past 20 years golf has been a prime factor in 
changing the Summer recreation habits of America. We have 
discovered it is fun to be active and healthy. That is why we 
in the shoe business welcome with open arms the man or woman 
who comes to us for active sports footwear. Here is the one 
place “Millions are spent with a smile.” 

A golfer spends $50.00 to $75.00 for a set of matched clubs. 
The man selling these clubs acts as a professional adviser. He 
knows his business and sees that his customers know he knows it. 

Many store are doing a fine job in the selling of golf shoes. 
In each instance, the boss is an enthusiastic golfer and usually 
one or two of his boys are well up in the game. In fact, the 
boss encourages the boys to spend a certain amount of time in 
playing, for he knows that golf shoe buying centers on the 
store that knows the requirements of the game. Through the 
shoe executive’s intelligent selection and knowledge, he seeks 
the best lines and the best lines seek him. He knows that he 
cannot take a street shoe last and give the modern golfer the 
type of shoe which will give complete satisfaction. 

Proper golf lasts require a definite study of the foot in mo- 
tion. A shoe man who has studied the situation knows one can- 
not get comfort out of a golf shoe unless certain fundamental 
features having to do with the natural progress of the game 
are understood.. Golf is a progressive game. Golfers are al- 
ways striving to improve their game, so they pay attention to 
anything which has a direct bearing on it. 

For years the first advice given by an experienced pro has 
been: “Get a comfortable pair of shoes.” This bit of advice 
should be in the sales talk of every person fitting golf shoes. It 
is well known that the first physical strain suffered by a golfer 
has to do with his feet and so affects his game consciously or 
unconsciously. Eighteen holes of golf represents over 10 miles 
of tramping over uneven ground. This is getting back to old- 
time walking. 

A person’s feet will swell at least orie full size at the end of 
the game. Many stores have extra pairs of golf hose available 
so that customers may slip them on over the regular hose when 
being fitted to shoes. A few points are necessary to observe in 
fitting golf shoes: See that the shoes grip tightly in the back 
part, that there is plenty of allowance for the proper function- 
ing of the cuboid bones and that there is freedom in the fore- 

[TURN. TO PAGE 58, PLEASE] 
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. DEVOTE ONE DEPARTMENT 
OF YOUR STORE TO 
A.W. COMFORT SHOES 
“Stee EXCLUSIVELY : 


nt & Shoe Recorder Publishing Co., 
» West 39th Street, 









































ir York City. 
en Ls 
~ Gentlemen: 
We have always considered that a publication, 

‘ which is truly representative of an industry as large 
in : as the boot and shoe trade, should, first, be in a 
ve position to present new ideas, then should serve as an Fees 
ve : efficient medium between manufacturer and retailer, 

and finally by its make-up, style, and worth, be a 
an e 
“a truly representative leader of our industry. 


Each year we have noted an improvement along 
the above lines in your excellent publication, and we 
Ss. feel that you are building, each year, a publication 
Ie that will be truly representative as a leader in all 
phases of our allied industry. 


~S. Our own faith in the Boot & Shoe Re- > ©: Toure tre 


— mu me bes STANT STYLE Stews and 
won, wmag Oe dagley meni 
ly ’ corder is best evidenced by the fact that we have (osha comenmen) 1: atoneg 4 gona neas Santa 


H i i i | ( Ae eon OCMC) Aad W themeen Shee Company 
he consistently advertised with you since the foun- | eons) 7 
i dation of our business nearly eighteen years Maida 20h 


a ago. “Constant Comtort”’ 


AMERICA’S BEST COMFORT SHOE 




















he : We believe that every retailer, traveling shoe 
ks salesman, or manufacturer, who reads the Boot & 
7 Shoe Recorder, will not only gain some excellent 
ideas and suggestions as to the conduct of his busi- 
ness, but can apply this constructive information to 
himself and in the contacts he makes. 


Cordially yours, 


President-Treasurer 
Ault-Williamson Shoe Company 
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Brighter Stores 
Selling 


ae 


Well. Planned Interior Treat- 
ment Can Also Give Illusion 
of Spaciousness and Greater 
Height, While Modern Light 
Fixtures Provide Better IIlu- 
mination at Lower Cost 


"The Wolk-Over Shoe Shop, 
930 Chapel Street, New Haven, Conn., operated by 
Sydney Stokes, was recently remodeled in a combina- 
tion Moorish and modernistic style which makes the 
store one of the most distinctive retail shoe outlets in 
southern New England. 

In making the alterations, which completely trans- 
formed his store, Mr. Stokes carried out his theory 
that real progress in shoe retailing can be achieved 
only by keeping abreast of the latest developments in 
merchandising. 

The store was originally paneled in dark wood and 
the low ceiling was accentuated by the sombre decora- 
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Produce Better 






tion. The changes have made the shop bright and 
cheerful and have given the impression of increased 
space and higher ceiling. The treatment has created 
optical illusions which make it appear like a totally 
different room. 

While the new light tone makes it seem that the 
store is longer, actually the salesroom space has been 
reduced. Six rows of shoe boxes were removed from 
the walls all the way around, and a store room par- 
titioned off in the rear, where special shelving has 
made it possible to keep 750 more pairs on the floor 
than previously. 

[TURN TO PAGE 50, PLEASE] 
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The photograph at the top of the 
page shows a general interior view 
of The Walk-Over Shoe Shop in 
New Haven, Conn., operated by 
Sydney Stokes, which was recently 
remodeled, making it one of the 
most distinctive retail shoe stores 
in Southern New England. Observe 
the plain, modernistic treatment, 
with rounded corners and beamed 
ceiling, and the effective lighting 
system, which, with light toned 
interior walls, gives a warm and 
cheerful atmosphere, ideal for fit- 
ting shoes and displaying merchan- 
dise. At the left is a corner of 
the remodeled store, showing wall 
display case, style of furniture 
used and concealed extra stock 
room in rear. 
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STEADILY IN THE, SERVICE OF 


M-N-ARNOLD 


SHOE COMPANY =>" 


Division of the Stetson 


The famous “Arnold Glove Grip” Shoes for 
men and women have established a national 
reputation with trade and public which they 
carefully guard and uphold. 


To this end they naturally stress the quality 
of the leathers used in 


ARNOLD GLOVE GRIPS 


Black kid styles form a large volume of their 
sales. Logically, they use corresponding care 
in selecting black kid leather on which they 
can depend for uniform quality, beauty and 
service. 


Their long continued use of Ruby Kid is a 
significant instance of its consistent fulfill- 
ment of their exacting requirements. 


“RUBY KID IS A DEFINITE SALES 
INFLUENCE” 


JOHN R. EVANS & CO. 
CAMDEN, NEW JERSEY 


Cincinnati Milwaukee Boston 
Philadelphia St. Louis Rochester 


JStandardize on 


vane Brand 
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Ou Sol is warming 


up to his job. lie has been slow 
in pitching sizzlers but watch him 
from now on. He is playing in 
every village and town and city 
the grand old game that necessi- 
tates a change of dress and shoes 
for every fan—man, woman and 
child. His is a welcome game: in 
June for his sunbeam speed is just 
about right for the merchant to 
handle. 

This June the merchant must 
play a pretty good game for it is 
the peak month of the year in re- 
tail shoe selling—as past records 
show. In June, the selling totals 
are greafer and the cost per sale 
less than in any month in the year. 
The merchant must lift himself out 
of the season’s selling slump by 
one month’s supreme effort for he 
knows by his previous experience 
that “If he doesn’t sell ’em in June, 
he’ll surely sale ’em in July.” 

We hope to show every reading 
merchant the way to score sales 
day by day, and customer by cus- 
tomer during the month, for we 
believe that the power of individ- 
ual merchandising incentive will 
stimulate and accelerate sales 
energy. 

If it were possible to get the best 
out of every merchant and every 
store and every clerk in the month 
of June, the shoe industry could 
prove it was a great force for re- 
covery. Too long we have all 
thought that the powers of finance 
were the actual forces. Now we 
face the reality of knowing that 
better business comes through 
every retail salesman selling one 
extra pair of shoes per day. Di- 





~ Sell *em in June or You'll Sale ‘em in July 


rective selling wil! du it where pas- 
sive sitting and waiting will not. 

So far as the shoe business is 
concerned, economic recovery from 
within can only take place at the 
point of contact of the merchant 
and the salesman with the custom- 
er—over the fitting stool. 

We urge every man connected in 
any way with the shoe business to 
pour all of his effort into the month 
of June for customers are inclined 
toward shoes in that month and 
need to be directed by straightfor- 
ward selling and sincere service. 

As one merchant puts it: “Mine 





Play a profit tune on the best note of the 
year—for June leads all other months in 
retail selling. 





is just a shoe store . . . but 
there you will find . . . the 
kind of service that one looks for 
and rarely discovers. It’s 
a simple, honest place . . .-to 
do one’s trading a place 
where the children may come in 
all alone and get the right 
kind of shoes a place 
where grown-ups receive that 
treatment which causes 
them to bring in their friends 
and come back again and 
again. You see we have 
lived right here . . . and 
served so long and have 
sold you good shoes so long 
that we understand your needs.” 

In June we ask thousands of 
stores to put a little more drive 
into their selling for it will do a 
lot of good to soles and souls and 
shoe men’s cash registers. 

In the month of June shoe stores 
can do a greater volume of busi- 
ness on the least amount of pub- 
licity expense. 

This June really contains five 
peak Saturday sales days, although 
the calendar shows but four. This 
is due to the fact that the merchant 
gets a break at the end of the 
month—giving him Friday, July 
1 and Saturday, July 2, as extra 
special selling dates. In all proba- 
bility, the mzjority of the stores 
will net start their Summer vaca- 
tions as of July 1 but will keep 
these two days open for the last 
bulge of regular selling at regular 
prices, prior to the Fourth of July. 

We urge, therefore, a nation- 
wide selling drive for the thirty- 
two days of June, as reckoned by 
the new merchandising calendar. 
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goes Crosby Square! 


Famous for its brilliant successes with well 
made, properly priced, nationally adver- 
tised merchandise, Maurice L Rothschild 
now chooses Crosby Square Authentic 
Fashions. They say, “We are anxious to get 
Crosby Square started in all of our three 
stores” — Chicago, Minneapolis, and St. Paul. 


The Crosby Square Group is unequalled 
merchandise for master merchants. This 
unique and dramatic idea in shoe making 
and shoe selling means action — sales 
— profits. Not five years from now. Not 


when we “turn the corner.” But now, when 


it’s needed most. 
° 


Crosby Square shoes are authentic repro- 


ductions of the world’s accepted fashion 


shoes for each occasion — sport, walking, 
town, and dress. They are correct in every 
detail — fashions, lasts, leathers, workman- 
ship, general construction. They are gentle- 
men’s shoes at 1932 prices. They are back- 
ed by the directed power of thorough, care- 
fully planned, 1932-style merchandising. 
They belong in your store, where the stay of 
each pair will be very brief indeed. 


These shoes are all carried in stock. Maurice 
L Rothschild knows that an in-stock service 
is necessary in 1932 merchandising. 

® 
If you have not seen the Crosby Square 
representative and his interesting brochure, 
write or wire for the interview which may 


mark a major turning point in your business, 


CROSBY SQUARE AUTHENTIC FASHIONS 


SPORT .. . WALKING 


TOWN .. . DRESS 


PRICED TO RETAIL AT 85 TO % 
WALTER BOOTH SHOE COMPANY, 302 N. Broadway, Milwaukee, Wisconsin 
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No Royal Road 
Moffat Tells 
Leather Chemists 


aH me & 


“Stand on Your Feet and Emphasize What 
You Know to be the Truth Without Fear,” 
Is Advice of Tanners Council President at 
Spring Meeting in Atlantic City—Report 
on Activities of Organization Shows Steady 
Extension of Service Rendered 


“Le me ask that you will avoid 
as far as possible the use of the word depression and 
substitute therefore the word readjustment, for that 
is precisely what we are experiencing,” suggested 
Fraser M. Moffat, president of the Tanners Council, 
at a meeting of the American Leather Chemists, held 
in connection with the spring meeting of the tanners 
at Atlantic City last week. “Is it worse than ’93, of 
which my memory is vivid? The answer to that 
must be considered in the light of the progress which 
forty years have shown. Worse because the cruelty 
of this readjustment is more felt, for in that forty 
years we have developed a highly sensitive social 
organism and a public opinion that is no longer na- 
tional, but international. We feel these things more 
acutely than we did when our minds were a little 
rougher, and when the common man paid less atten- 
tion, or refused, to accept the responsibilities which 
now we shoulder as a matter of course. We are in- 
finitely better off from a material standpoint, but we 
have further to fall. The same principles that guided 
us then will guide us now. We feel worse, but as a 
whole we are healthier. 

“The production of shoes, which takes over 80 per 
cent of the product of the leather industry, for the 


to Readjustment, | 


FRASER M. MOFFAT 


first quarter of 1932 is somewhat greater than pro- 
duction of 1931. Consumption of all cattle hide 
leather for the same period shows 1.1 less than ’31, 
of kid leather 14 per cent less than ’31, of calf leather 
6 per cent less than ’31. The market prices of our 
raw materials are at low levels without prior par- 
allels. The pressure to keep plants running and the 
moral obligations which the employer has to his em- 
ployee reflect precisely the change in social attitude 
between the days of 1893 and the severe readjustment 
of 1932. 

“The same rewards are here in this industry which 
employs us for consistent thorough-going effort, but 
there is one factor which is present today which was 
not present forty years ago. A curious disease has 
seized men’s minds and upset the mental balance of 
not only our law-makers, but many of us who watch 
their proceedings with apprehension. You are men 
engaged properly in what may be termed “Creative 
Effort.” Your minds are your tools, and to work 
properly they should be kept free to think straight 
and to form wise conclusions. There has come over 
us as a nation a prohibitive mania and we are obsessed 
with the idea of prohibiting war, intemperance and 

[TURN TO PAGE 62, PLEASE] 
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In Stock— 


Merc. Co. 


U.S.A. 
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WwW“ the excellence of “Pedwin” 


quality and workmanship will 
safely allow you to determine your 
own mark up — the suggested $3.50 
selling price permits a generous 


profit and assures volume. 


Will yours be the exclusive “Pedwin” 
store in your trade center? Write or 


wire now for the option and an early 


Le 


“] showing. Our representatives are in 


| the field with complete new Fall line. 
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New records in 
temperature the 
country over. 


WHEN » » 


+++ Teeing Off 


: | 4 
New opportunities | 
for collective sell- 


ing the country 
over. 


+++ Your Spontiing Blood is UP and 


your Sports Shoes are ON! ‘Knowing 
this....and realizing that this is the time 
of year when everyone's fancy tums 


to thoughts of spon occasions and 


sponswear....the shoe dealers all over... Driving On 


@ the country have banded together to 


bring you the new styles in Spons 
Shoes NOW! 


New spirit of co- ff 
operation between | * * * 
newspapers and jf 
shoe advertisers— 
and especial credit 


given to newspapers 
using full-page pro- 
motions to further 
Sports Shoe Week 
public interest. 


ye 


is “good” for both men and women! 
New fabrics in women’s sport shoes 
are fast becoming favorites....Coya 
cloth...Marcel...Vasu...and others! 
Soft little calf and elkskin models have 
skipped into the shoe sections of shops 
catering to children! And whatever 
you choose in this line is sure to be a 


the “sporting thing” is being done, 
and done well! Sport shoes have gone 
over the price hurdles, and made 
as neat landings as the blue ribbon 
entry at a Horse Show...with the result 


TF hss week marks a definite 
change in the spirit of merchandising. Old methods 
are not sufficient for the new and modern day in mer- 
chandising. Stores have tried every other form of 
promotion and sale of shoes; but one. It was left to 
the idea of National Sport Shoe Week to provide a 
new tool for footwear sale—collective selling. 

The industry did a mighty good job collectively in 
spite of the depression. We extend our congratula- 
tions to those cities which held meetings and which 
organized city campaigns to promote National Sport 


| | ong og 
| e Pitts- 
} burgh Sun-Tele- 
graph of Pitts- 
burgh, Pa. 


Shoe Week in store windows, in advertising and in 
selling presentation. 

National Sport Shoe Week was a challenge to every 
store, everywhere, to change passive consumer interest 
into aggressive collective salesmanship by all stores 
at a time when sports interest is uppermost. The 
week was well timed. The results well justified the 
effort. 

Now we would like to collect evidence of coopera- 
tive work; and all individual advertisements, etc. We 
present the above as an example. 
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VODE KID COLORS FOR FALL 


Vad 
LEAK cs 
Are 


COLOR 30 
CINDER BROWN 


) COLOR 128 COLOR 32 
( INDIES BROWN MASCARA BROWN 


1g shoe brown, true, deep brown which will 


rarmonize with all other browns. 


COLOR 125 COLOR 217 
LEAF BROWN FAWN BROWN 


, 1eutral medium brown for \ deep, fawn, beigy brown 
staple shoes all-ov d in espectally good for = trimmin 


er an 
combination with darker browns. reltis elie 


COLOR 36 
ADMIRALTY BLUE 


A dark, true Navy Blue 


COLOR 161 
PADDOCK GREEN 


A deep green which will complement 
all other shades of green. 


ALLIED KID 
COMPAN Y 


STANDARD KID DIVISION 
209 SOUTH ST, BOSTON 
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A deb who dons 


Her sports attire 


Will either win or lose— 


Depending on 
Salon Sabots 


Or ordinary shoes! 
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THE SHOE SALON OF 


WOLOCK 
and BAUER 


MICHIGAN AVENUE 
at MADISON 











l, these days of 
enforced economy, when retail 
stores are doing everything pos- 
sible to reduce selling costs and 
conserve expenditures, small space 
advertising is coming in for seri- 
ous consideration. It is a well-es- 
tablished fact that small space can 
be used effectively to sell an indi- 
vidual style or type of shoe, pro- 
vided the ads are made sufficiently 
distinctive to command attention 
and stand out from the mass. 

To build good will and enhance 
prestige through small ads employ- 
ing “institutional” copy is a prob- 
lem of an entirely different sort. 
And to sell smart style to a particu- 
lar class of customers by means of 
a series of ads of diminutive styles 
is something else again. 

It is this latter problem that 
Wolock & Bauer of Chicago have 
recently tackled through an entire- 





SMART COPY 





Wolock & Bauer of Chicago, Build Increased 

Style Prestige Through Small Space News- 

paper Ads with a Gay, Sophisticated Selling 
Appeal Addressed to the Younger Set 








‘Two ardent admirers 
(Whose names we 
wont mention) 
Direct their collective 
Admiring attention 
At Cynthia's sandals 
From Wolock and Bauer 
And brag about being 
Her men of the hour. 











THE SHOE SALON OF 


WOLOCK 
and BAUER 


MICHIGAN AVENUE 
‘at MADISON 











ly new style of retail shoe adver- 
tising. Smart illustrations, mod- 
ern type faces and an unusual and 
exceedingly clever copy appeal all 
play their part in this interesting 
series of style and prestige ads, 


now appearing twice a week intwo -. 


Chicago daily papers. 
A special feature of these ads is 


the fact that price is not mentioned 
and for that very reason they stand 
out emphatically in the midst of ad- 
vertising filled with price slashing 
inducements. Already they have 
brought favorable comments. Pres- 
tige ads cannot, of course, be 
measured by quick returns. They 
are “institutional,” designed to 
build up and maintain a definite 
good will and acceptance. 











Your chic Patou 

And sprightly Goupy 
Knock your Scotty 
For a loop. He 
Wiss approval 
When you choose 


Attire that warrants 


Salon Shoes. 


THE SHOE SALON OF 


~ WOLOCK 
and BAUER 


MICHIGAN AVENUE 
at MADISON 
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A recess, the same depth as the thickness of the innersole, is 
cut into the bottom of the last at the shank. After the innersole 
is tacked in position, the edge of the innersole is flush with the 


edge of this recess. 


When the upper is pulled over the last it can now be brought 
“down to the wood,” to fit as tightly and as smoothly at the 
shank as it does at any other part of the last. 


The shoe made on this last fits the foot snugly without an air 
pocket under the arch. 


The close fit made possible by “Down To The Wood” lasts gives 
added style and comfort to the finished shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 


An important advance in the art of good shoemaking is the 
introduction of a unique feature in the manufacture of lasts. 
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Reduced Stock without Undue Loss 


How an Atlanta Shoe Department Cut Number of Pairs on Shelves 
by One-Third Without Resorting to a Special Sale 


Sice department 
managers who are confronted 
with the problem of reducing 
their stocks without taking a 
severe loss might take a leaf 
from the notebook of Mr. 
Ware, shoe department man- 
ager of Daniell Brothers of 
Atlanta, Ga., who during the 
past year has cut his stock 
of shoes from 3000 to 2000 
pairs, with no appreciable 
losses, and who recently dis- 
posed of the last of his old- 
stock shoes—24 pairs — in 
preparation for the summer 
season. 

“The method I followed,” 
said Mr. Ware, when asked 
how he accomplished this un- 


Vv Vv W 


EDUCTION of stock is one of the vital 
necessities of merchandising in many 
a shoe store at this time. How to accom- 
plish it without taking a heavy loss is a 
problem that is baffling merchants who 
find that their shelves are too heavily laden 
with shoes for profitable operation under 
the conditions now existing. 


The obvious way of reducing a stock is 


to hold a sale. When this is done, how- 
ever, the store loses not only through the 
markdowns but, what is more serious, 
through the fact that regular selling at reg- 
ular profits is at a standstill while the 
sale is in progress. 

The shoe buyer for an Atlanta store de- 
vised a way to dispose of his excess stock 
without holding a general clearance. He 
was able to reduce his stock from 3,000 
pairs to 2,000 pairs within the past year 
without interfering in any way with the 
normal operation of his department, and 
the insignificant losses he was obliged to 
take on the shoes he closed out were more 
than compensated for by the profits from 
“business as usual.” 

In this article the buyer tells how he 
did it and explains why his plan succeeded. 


‘Many a time a customer 
would stop and look the shoes 
over. 

“‘What’s wrong with 
them?’ he’d demand. 

“‘Nothing,’ I would tell 
him. ‘For some reason they 
just haven’t sold, and I am 
taking this method of closing 
them out.’ 

“As a matter of fact, noth- 
ing was wrong with the shoes 
except they were the older 
models or styles which we 
wanted to discontinue in our 
stock reduction. They were 
perfectly good shoes. The 
customer got an unusual 
value for his money. We, in 
turn, reduced our stock still 


usual feat, “was a very simple 
one. In the first place, we did 
not believe that a stock reduction sale, under present 
conditions, would be successful. Too many of them 
were being held. The public had become ‘fed up’ on 
them and we feared customers would pay little or no 
attention to ‘just another sale.’ Again, we could not 
afford to lose much money in a sale of this sort. It 
was up to us to dispose of an overstock of 1000 pairs 
of shoes and to do so quietly and with the least pos- 
sible loss. 

“So we decided simply to dispose of those shoes a 
few at a time. We placed a table, such as is used in 
most department stores, in the center of our depart- 
ment, and every two or three weeks we selected the 
shoes we wanted to dispose of and put them on this 
table at a special price. 

“One week we put on a number of pairs of our 
regular $5.00 and $6.00 shoes at a price of $3.95. 
We lost but five cents a pair on that stock. Again, 
we held a special sale of our $15.00 shoes—at a price 
that showed a loss of only $1.50 a pair. Always we 
succeeded in interesting customers in these shoes and 
selling them out by the close of the week. 


further. So everyone was sat- 
isfied. 

“T might add that we expect to keep this system of 
clearance up indefinitely in preference to holding any 
special sales. 


dd O 7 

ur present system Is 

to retain three price lines—$5.00, $7.50 and $10.00 

shoes—and to feature but five styles in each line. 

This will do two things. First, it will hold the stock 

down to low levels. And, second, it will leave space 

always for any new model or style we want to put in. 

In this way we can always add a new style when 
needed. 

“Of course, we shall clear an old style for every 
new one we put in, so that this space will always be 
vacant. 

“And we shall clear the space by this method. 

“We are convinced that there is nothing in holding 
clearance sales, especially under present conditions. 

“We have found this method of clearance reduces 
losses to a minimum, for the reason that, while you 
sell some shoes at a loss, others bring normal profit. 
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A Cordial Welcome 
to all Buyers of Foot- 
wear and Accessories 








SROK ew MOR 
SHOE FAIR 


(13TH ANNUAL) 


HOTEL STATLER 
July 11th, 12th, and 13th 


@ The Official Midsummer Show and 
Market-Convention, sponsored by the New 
| Sheted -bote Me) Loree Foes Mer-taels wateur le loyen 


@ Five floors of fascinating footwear——the 
pick of New England’s 1932 output. 


@ Presenting the last word in quality, work- 
peer-beljoblommmiad (mmr tele MEY a slucmtetiaatl(aehy~ 
educational exhibits, and helpful retailer 
and wholesaler conferences. 


SIGE Ore) veteurst ove Wm Cele) Ohya meltianyet-te)ehamerei(a-e 
selling lines, and enjoy the complimentary 
salt-water outing, golf tournament for 
prizes, and other delightful outdoor hospi- 
talities to visiting buyers! 

@ Auto Trips to local George Washington 
etatetace co) anaatem ele Con 


SPECIAL RAILROAD 
and STEAMSHIP RATES 


@ For hotel reservations and information, 
write 


THOMAS F. ANDERSON, Secretary 
166 ESSEX STREET, BOSTON, MASS. 
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By HARRY R. TERHUNE, Field Editor 


how juice glasses sold 
a good many pairs of women’s shoes for Lauder- 
dale’s department store at Glendale, Cal. Here’s 
how it happened : 

The store offered an orange juice glass to every 
woman entering the store during a certain week and 
five thousand women came in during the first five 
days, four thousand of these being new people in this 
store, but all of them residents of the store’s natural 
trade territory. The store had just cleaned up onold shoe 
stock and had a brand new stock in, new as they make 
them. The table from which the glasses were given 
out was located back at the entrance to the shoe de- 
partment. The department did a thriving business.” 

The souvenir gift was not given with the thought 
of encouraging one visit only, however, but was 
given with the thought of encouraging repeated visits. 
The souvenir was given without strings attached, but 
the customer was informed that the purchase of five 
doilars’ worth of merchandise would entitle her to the 
five other glasses completing the set of six, and the 
purchase of fifteen dollars’ worth would entitle the 
customer to the complete set of glasses and a beauti- 
ful pitcher. The great majority bought enough to 
get the six glasses at once. ? 

The customer signed two cards, one of which went 
into the mailing list filing case. This gave the store 
four thousand new names on the mailing list. 

The souvenir glass had the words “Pure Orange 
Juice” etched on the side, partly for the purpose of 
being a constant reminder to the women if her set 
was not completed. A plain glass might be mixed 
up with others or shoved back in a corner and for- 
gotten. The glasses were non-chip crystal, and al- 
though they cost the store five per cent of the amount 
of gross sales they induced, this percentage was not 
thought large when the pulling power was consid- 
ered. The popularity of the item was shown by the 
stupendous results. 

As an opener for the newly stocked department noth- 
ing could have been more effective. The shoes were 
introduced to four thousand new visitors merely by 
using the type of souvenir that women like to get. 


OTHER 


PEOPLE'S 
IDEAS 


J. B. Stuart, advertising manager and display super- 
intendent, states that the glasses were the best crowd 
pullers ever used in the store. 


* * x 


As a general rule the men 
are wholly neglected when it comes to “Courtesy 
Days” and the like in the average shoe store. It is, 
therefore, well to record that in Tulsa, Okla., the 
Walk Over Boot Shop sets aside a special day for 
the men, a day wholly apart from the “Courtesy Days” 
for the women and children. Following is the style 
and wording of their announcement: 





Mien? sarurpay JAN. 2 
y ¥ ef is yeur day! 


Courtesy Days of our Semi-Annual Sale starts Monday, Jan- 
uary 4, Realizing that heretofore we have been so busy during 
this sale that we have been unable to give you men the attention 
we want to give you, we are going to give you a day your own. 





JOELEVY WALK-OVER BOOT SHOP *DstRN 





* * * 


That it pays every meschant. 
to try and help the other fellow get business is well 
illustrated in the following incident: 

Several years ago a stranger came into the shoe 
store of W. R. Pichler, 10642 Plymouth Avenue, 
Detroit, in the evening, to purchase a pair of shoes: 
for his little son. Mr. Pichler is a wideawake mer- 
chant and believes in friendly conversation with his 
customers, which brought out the fact that the stranger 
was an attorney who lived nearby. This reminded the 
merchant that one of his lady customers had remarked 
that she intended to consult an attorney soon and have 
him draw up a will and certain other papers. He 
told the attorney about this, and offered to: go: right 
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over to the lady’s home and introduce him. This they 
did, with the result that the attorney was engaged to 
do the work and thereby earned a fee of twenty: or 
twenty-five dollars. 

The incident was forgotten by the shoe merchant 
until some weeks afterward, when two gentlemen en- 
tered his store and informed him that they were the 
representatives of a large, exclusive private school 
for boys; that the attorney had referred them to Mr. 
Pichler, and that they were in the market for shoes 
for the entire school. The merchant made an appoint- 
ment, went to the school and fitted the boys for sizes, 
and left with an order for over four hundred and 
twenty pairs of shoes. This business has continued 
for three years, supplying all the shoes for the school 
during the year, and completely re-fitting every fall. 
Courtesy and a thought for the interests of his cus- 
tomers has paid this merchant well. 


* * * 


"Vhs to six months after 
a man buys a pair of shoes from the Gladstone Boot 
Shop, a card is mailed to which a pair of laces are at- 
tached. The card reads: ‘A Token of Appreciation. 
. Accept with our compliments, this extra pair of laces 
for the shoes recently fitted to you. We assure you 
that we appreciate your confidence in selecting us as 
purveyor of your footwear.” 

W. F. Gladstone, the manager, says these cards re- 
sult in additional sales, for frequently a customer will 
call up saying: “Glad you sent me the laces for it 
just reminded me I need a new pair of shoes.” 


* * * 


Bikte’s Shoe Shop, Hagerstown, Md., 


held a store-wide sale. All merchandise in the house 
was included. The copy of the announcement told 
the story in straightforward language as the follow- 
ing excerpts show: 

“Every bit of this stock is Bikle’s own regular mer- 
chandise. 

“Not a dollar’s worth brought in to augment stocks. 
That’s why it become ‘a limited’ event, confined to 
ten days only. That’s why you should make your 
selections early to be sure of your size and the shoes 
you want. 

“Undoubtedly you have been holding back on neces- 
sary purchases of shoes. This event makes it no 
longer necessary. 

“REASON FOR THIS EVENT 

“While Bikle’s Shoe Shop does the largest high- 
grade shoe business in Hagerstown area, supplying 
a great many families with shoes and accessories to 
footwear, we desire the total population to become 
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~COURTESIES THAT COUNT 
By J. S. CADWALLADER, Chicago 


1. Our customer never fails to notice us thank the floorman as he 
seats her. Confidence begins to grow from that moment and more 
so if a smiling “please” is added to our request for color, style and 
wanted merchandise. 


2. Assisting our customer with the coat and finding an ash tray is a 
trivial detail but counts. 


3. With both shoes fitted and with you as an escort the necessary 
trip to the mirror becomes an incident and not an embarrassment. 
Rodin’s inspiration for his famous statue “The Thinker” must have 
been acquired with the purchase of a pair of shoes. A shoe man 
perched on a fitting stool with his face buried in his hands may be a 
Peon to a sculptor but it’s an obvious discourtesy to a potential 
uyer. 


4. Prestige is never developed by shouting and gesturing. Noise is 
a futile medium of expression. 


5. Introductions by names always promote a sincere and friendly 
atmosphere. 


6. Your business and social contacts outside the store often necessi- 
tates leaving a card. This combined with a courteous word brings in 
new business. 


7. Before resorting to the hackneyed “turnover” occasionally insist 
your floorman work with you. Many customers appreciate this extra 
touch of courtesy resulting often in two or more pair. 


8. The guest departing from your home always receives at the door 
your personal invitation to visit again. Our customer is a valuable 
guest, deserving the same tactful courtesy. 


Effort ceases to exist, resistance is eliminated, sales are closed, cus- 
tomers return when courtesy is included. 








acquainted with Bikle’s quality ; to realize that a cheap 
shoe is never cheap except by accident; to learn the 
difference between real and pretended excellence in 
shoes. 

“With the advent of our Twentieth Anniversary, 
we are not giving any souvenirs but are going to give 
1 per cent for each year we have been in business, 
which means a saving of twenty cents on every dollar 
spent in our store. 

“Yor a limited time (TEN DAYS ONLY) every- 
body can buy Bikle’s shoes at 20 per cent off. 

“We invite you to do so, too. 

“This Is Three Days Prior Notice.” 


* * * 


The Madison Avenue store 
of French, Shriner & Urner in New York has a very 
good plan for window displays during sale times. 
Shoes are shown in “mates,” not pairs, that is, a black 
and brown of identical shoes are placed side by side. 
The reason given is that this method conserves space, 
allowing the store to show all types of shoes at one 
time. 

Many double header sales result in this way, too. 
Often customers see a certain shoe in the window and 
‘wonder if it is carried in another color than shown. 
This method definitely settles this question. 





Solving Price Problems Through Cooperation 


has listened very carefully, has nodded 
his head at intervals as though in 
agreement. Finally he speaks. 

The Marshal: “Gentlemen, I see your 
point quite clearly. Naturally, I am 
anxious to be of greatest service to the 
community. But in the case of a bank- 
rupt the law requires me to accept the 
highest bid. Will you gentlemen offer 
one?” 

Fourth Merchant: “We will.” 

The Marshal: “What is it?” 

Fourth Merchant: “We'll give you 
$2,700.” 

The deal is soon closed and the mer- 
chants depart. 


+ * * 


The final act shows the bankrupt 
store upon which the first act opened. 
A sale is going on. Prices; however, 
while low enough to tempt people to buy, 
are nevertheless not at the cost mark 
or even near the cost mark. 

The five merchants who cooperated in 
buying the bankrupt’s stock had de- 
cided, instead of removing it and break- 
ing it up among their respective stores, 
simply to dispose of it immediately 
right from the premises. By doing this 
they figured it would take only a short 
time to move the goods, and it would 
result in a comparatively quick recov- 
ery of the money invested. 

And so it proved. It took a week to 
sell out almost completely. In addition 
to the funds paid for the stock, expenses 
included the amount put into newspaper 
advertising plus $75 paid to the man 
who took charge of the sale. 


Disposing of State Merchandise 


The locale of the second drama is 
Philadelphia. The moving spirit is 
Martha Belinski, a young advertising 
woman. 

In Act I Miss Belinski is seen calling 
upon a number of exclusive Philadel- 
phia stores. She has an idea, and pa- 
tiently, clearly, she explains her idea to 
the owners of these stores. 

We overhear her in conversation with 
a certain well known shoe merchant. 

Miss Belinski: “I plan to open what 
I will call ‘The Rummage Mart.’ ” 

Mr. Shoe Dealer (politely, but vaguely 
wondering why he is the recipient of 
this interesting information): “Yes?” 

Miss Belinski: “I suppose you are 
wondering why I come to tell you this. 
It’s because you’re to be involved. At 
least, I hope to be able to convince you 
that my Rummage Mart will be of ben- 
efit to your business as well as to the 
businesses of the other merchants with 
whom I have talked over my plans. 

“I plan to assemble from different 
stores throughout the city all the 
broken lots, the P. M.’s, the odds and 
ends, the shop worn and stale stuff that 
they cannot themselves dispose of for 
love or money and offer the goods here 





[CONTINUED FROM PAGE 19] 


at prices so attractive as to make a 
quick turnover.” 

Shoe Retailer: “That sounds interest- 
ing.” 

Miss B.: “But here’s the point. Al- 
though my plan will enable you to 
realize a return on merchandise on 
which you would otherwise suffer an 
absolute loss, it has still another fea- 
ture. It will serve to prevent goods 
from passing into the hands of price- 
cutters, thereby preventing them from 
upsetting the market.” 

Merchant: “Why can’t I do my own 
price cutting on my shopworn goods??” 

Miss B.: “You can, Mr. Shoe Dealer. 
But you must consider that the carry- 
ing of this sort of stale merchandise is 
detrimental to your other merchandise. 
Moreover, if you try to reduce it to the 
price at which we will sell it in The 
Rummage Mart, it will either cause 
unfavorable comment as to the original 
marking up or else it will lead to nega- 
tive thoughts that you are in financial 
difficulties.” 


How the Plan Works 


Merchant: “I never thought of that, 
Miss Belinski. How will you work your 
plan?” 

Miss B.: “You send over to the Mart 
all the goods you want us to sell. Be- 
fore you do this, remove all identifying 
marks or labels indicating where the 
goods came from.” 

Merchant: “Good thought.” 

Miss B.: “You set your own price on 
the goods. You tell us exactly what you 
want us to sell it for, and we do it. Of 
course, prices should be low enough to 
move the goods, say from 30 per cent 
to 80 per cent below your original sell- 
ing price. When the merchandise comes 
to the Mart we give it a code number, 
indicating who sent it in. Then we put 
it on sale.” 

Merchant: “Suppose the stuff doesn’t 
sell?” 

Miss B.: “I was coming to that. You 
ship it to us on consignment, and we 
sell it on a 33% per cent basis. If we 
see the goods do not sell after a reason- 
able period, we then recommend either 
that you scrap it or give it to charity. 
Even if you are handling the goods 
yourself, you’d have to do the same 
thing. The thing is, we provide you 
with one last means of disposing of it 
in a way which will not wreck the price 
situation in your neighborhood.” 

Merchant: “Where will The Rum- 
mage Mart be located?” 

Miss B.: “At 1624 Chestnut Street.” 

Merchant: “Why there?” 

Miss B.: “Most of the people who 
pass by that location are transients. 
As transients, what ever they buy in 
The Rummage Mart will not affect the 
operations of the other stores-in town.” 

Merchant: “I like the idea, Miss Be- 
linski. Count me in.” 
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Act II gives a view of The Rummage 
Mart. The merchandise on display has 
come from fifty stores—from gift stores, 
men’s clothing stores, hardware stores, 
furniture stores, millinery stores, fur 
shops, notion and novelty stores, china 
shops, drug stores and shoe stores. 

Open counters are seen everywhere. 
Everything is price ticketed or price 
marked. People are seen everywhere 
helping themselves, then taking their 
selections to the rear to be wrapped. 

There is no complete stock of any- 
thing. The merchandise varies from 
day to day and no one knows just what 
will be sent in by the stores cooperating 
in the venture. 

The store does no advertising, except 
through its windows. The public, how- 
ever, whenever it inquires, is told the 
absolute about the Mart, its purpose, 
and its plans. 

Although a unit control card system 
is maintained, bookkeeping and other 
expenses are kept down to a minimum. 

Even on rent, there is small risk. 

An arrangement has been made to 
pay the landlord on commission basis, 
so that the merchandise will not be held 
for rent should the Mart prove unsuc- 
cessful. In fact, the landlord gets the 
greater part of the 33% per cent com- 
mission which the cooperating mer- 
chants pay the Mart for its work. 


* * * 


Results Please Everybody 


Act III, the last, shows Miss Belin- 
ski again in conversation with Mr. Shoe 
Dealer. 

Merchant: “How is it coming along, 
Miss Belinski?” 

Miss B.: “Wonderfully. We started 
operating late in September. Not once 
since that time have we had to return 
goods as unsalable.” 

Merchant: “Have you had to reduce 
prices on some of the stuff?” 

Miss B.: “Not in the main. In sev- 
eral instances, we made reductions 
where there was a rather large quan- 
tity of some article.” 

Merchant: “What do the customers 
say?” 

Miss B.: “Oh, they love the idea. 
They love to come in and hunt for bar- 
gains they know they can’t get any- 
where else.” 

Merchant: “You were right when you 
said The Rummage Mart wouldn’t 
bother us any, even with its low prices. 
I’ve heard no complaints about my 
prices being higher than what they were 
over in The Mart, as I used to hear 
when I had a stubborn competitor in 
the neighborhood who gave me a price 
fight.” 

Miss B.: “Yes, Mr. Shoe Dealer, 
that’s because people who visit the 
Mart know the truth about it. They 
know it offers only stale stuff, stuff 

[TURN TO PAGE 50, PLEASE] 
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THE QUALITY BOX 





TOE 


COMFORT 
and STYLE 


- and comfort on the inside with smooth, 
trim style lines on the outside — the features 
so desirable in modern footwear — are made 
possible when your shoes are equipped with 


Celastic — The Quality Box Toe. 


Celastic permanently fuses the upper, lining, 
and doubler, eliminating loose or wrinkled 
linings. The flexible tip line assures comfort 


to the wearer. 


Celastic Box Toes faithfully retain the original 
last lines so important to the toe, style, and 


appearance of the shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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that can’t be sold anywhere else. And 
so they don’t go away with the idea of 
making unreasonable comparisons with 
the clean, standard goods sold by the 
regular stores.” 
* i * 


Moving Slow Sellers 


The third drama takes place in a 
Connecticut town. A number of the 
shoe dealers in the town have met to 
discuss the problem of moving slow 
sellers. 

During the discussion, the chairman 
of the meeting points out: “Of course, 
boys, we can move the majority of our 
shelf warmers simply by cutting the 
prices on them low enough. We all 
now that. We’ve done it many times 
before. But you know what’s hap- 
pened. 

“One of us starts cutting on his slow 
stock; so the next fellow in the next 
block, afraid that he will lose his trade, 
likewise starts his cutting. Perhaps he 
isn’t aware that the first shoe dealer is 
not aiming to start a price war, but is 
trying to push out the lazy numbers. 

Anyway, he starts cutting. 

Before you know it, we’re all in- 
volved in the fight, each afraid of los- 
ing customers to the other. In the end, 
naturally enough, none of us has added 
to his clientele and, what is worse, all 
of us have cut deeply into our profits. 

“No. boys, I advise strongly against 
reducing prices on our slow sellers. 
The temptation is too great to extend 
the practice to our fast sellers as well. 

“The floor is open to anyone with a 
constructive idea,” he began. “The last 
time I went to New York I visited with 
a friend of mine. He is the manager 
of a chain store. While I was sitting at 
his desk, some one called him on the 
telephone. 

“I learned later that the party call- 
ing was manager of another store in the 
chain. He asked my friend how Blank’s 
shoes were selling. ‘Very well,’ I heard 
my friend say. 

“‘Well, John, I’ve got too many of 
Blank’s shoes on my hands. Can I send 
some of them to your store?’ 

“Sure. How much will you send?’ 

“When my friend hung up the re- 
ceiver, I asked him what the idea was. 
He told me. 

“Whenever a slow seller crops up in 
any one of the stores in that chain, in- 
stead of throwing it out or cutting the 
price on it, the manager of that store 
calls up the other managers till he finds 
one who is willing to try to dispose of 
his through his own unit. It seems that 
an item which doesn’t sell well in one 
locality often enjoys a lively sale in 
another locality. By shifting slow 
goods from one store to another where 
better sales are likely, this chain has 
made it practically unnecessary ever to 
cut prices on slow sellers. 

“Somewhere in this plan I think 
there is an idea for us.” 









SolvingPriceProblems ThroughCooperation 
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And there was. 

Before many days passed, the shoe 
retailers of this town organized an ex- 
change bureau. The bureau actually 
was only another committee appointed 
by the president of the local associa- 
tion. 

A procedure was decided upon. 
When a member of the association 
found on his shelves an item he could 
not dispose of, he was expected to call 
up the bureau. A member of the com- 
mittee then proceeded to get in touch 
with all the other shoe dealers in the 
association. In this way, one was in- 
variably found who would take the slow 
stock and put it on sale in his own 
locality. d 

In turn, this shoe dealer could ask 
the bureau to farm out “stickers” of his 
own to other merchants in the town. 

Where a merchant had on hand too 
large a stock of a certain poor selling 
article, rather than ask one dealer to 
dispose of it all, the bureau broke up 
the stock among several dealers. 


* * * 


This plan has now been in operation 
for two years. In all that time, there 
has not been a single case of price cut- 
ting in the town. 

Like all the dramas which we most 
enjoy on the stage, these three from 
real life all end happily. 

Without question, those suffering 
from bitter price competition could be 
happier than they are now were such a 
competition removed. 

To point to the three cases I have 
dramatized and say that any one of 
them can absolutely remove price com- 
petition would be foolish. Basically, 
price cutting is due to many things be- 
sides bankrupt stock, stale goods, and 
slow sellers. I don’t want to go into 
these other phases now, as they have 
been discussed before, time and again. 

What has not been discussed before, 
to any great extent, however, is the 
fact that price cutting can arise only 
from inside discounts enabling a favored 
dealer to cut prices and still maintain 
the same margin of profit as his com- 
petitor, not only from quantity pur- 
chases in order to obtain quantity 
price, not only from free deals, not 
only from special concessions from the 
manufacturer for advertising and win- 
dow display, but also from conditions 
arising inside the dealer’s own store. 





New Haines Shop 


York, Pa.—Mahlon N. Haines, owner 
and operator of the chain of stores 
which bears his name, has added an- 
other store to his 50. The new store is 


located. at 40 North Court Street, in- 


Harrisburg, Pa., and was opened on 
April 22. It is the third Haines store 
opened in Harrisburg. 
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Brighter Stores Produce Better Selling 
[CONTINUED FROM PAGE 28] 


The color scheme is buff with brown 
trim and aluminum bands. The panel- 
ing is a new pressed wood composition 
which takes all colors well. Mr. 
Stokes pointed out that with the pres- 
ent set-up he could change the entire 
color scheme quickly and at slight cost. 

The general design is one of rounded 
corners, much more pleasing to the eye 
than the former angular effect. Cor- 
ners have been practically eliminated. 
Even the benches, chairs and fitting 
stools are without sharp edges and 
corners. 

The low ceiling was treated with 
paint and paneling which create the 
optical illusion of height. On each side- 
wall near the front of the store is a 
well-designed grill, somewhat resem- 
bling a ventilator, but which really 
houses a lamp used to cast beams and 
shadows on the ceiling at night. A 
red Neon light at the front is also 
turned on at closing and casts a red 
glow over the entire store, visible 
through the doors and show-windows. 

Among the unusual features of the 
store are the display cases, which are 
specially built and contain no glass. 
Mr. Stokes believes that the customer 
should be encouraged to pick up and 
examine shoes on display, and that 
glass, which prevents this action, real- 
ly acts as a “Do Not Touch” sign. 

Without glass in the cases, it is pos- 
sible to make quick changes in the dis- 
play at any time, Mr. Stokes pointed 
out. Also, he said, the open display 
creates an intimate contact between 
the customer and the merchandise. It 
also proves an excellent inducement for 
the sale of a second pair, customers 
picking up a displayed shoe while 
waiting for service or for a bundle to 
be wrapped. . 

Special lighting fixtures of sand- 
blasted plate glass gives a maximum of 
light without shadows and require con- 
siderably less current than the aver- 
age type, Mr. Stokes reports. The 
light bill has been reduced materially 
by means of these fixtures. Photo- 
graphs have been taken within the 
store without any special illumination 
other than that furnished by the fix- 
tures. 

All furniture in the shop was built 
especially for Mr. Stokes, with rugs 
and furniture toned in with the color 
scheme. The color of the shoe boxes 
was even changed to fit into the en- 
semble. Letters cut out of wood blocks 
by hand and edged with silver are used 
on either wall to designate the men’s 
and women’s departments. 


McLeod Will Filed 


RocHEsTerR, N. Y.—Alexander J. Mc- 
Leod, veteran president of the Roches- 
ter Association of Traveling’ Shoe 
Salesmen, who died recently, left an 
estate of $20,000, according to his will, 
filed for probate in Surrogate’s Court 
here last week. The estate was divided 
among relatives. 
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» HOW’S BUSINESS < 


Brown Shoe Statement Shows Profit 


St. Louis—Business for the first six 
months of the fiscal year of Brown 
Shoe Co., St. Louis, ending April 30, 
1932, revealed a net profit of $516,- 
967.81 before deducting the preferred 
and common stock dividends amounting 
to $500,962. Net sales to customers 
were $10,852,510.14. 

Among the current assets are: Cash, 
$2,163,568.79; customers’ accounts re- 
ceivable, after providing for doubtful 
accounts, $5,808,703.07; short term in- 
vestments, $150,000; prepaid purchases, 
$5,079.47. 

Inventories taken at the lower cost 
or market prices are: Finished mer- 
chandise, $2,448,998.51; in process, raw 
material and supplies, $2,109,378.14. 
Lasts, prepaid insurance, licenses, trade 
name, good will and patent rights are 
carried at $1. 

Under current liabilities, bank loans 
and notes payable are listed as none. 
Accounts payable show purchases and 
expenses, etc., $643,289.47; employees’ 
savings accounts, $199,665.43; reserve 
for Federal and State income taxes, 
$76,000, for the six-months period end- 
ing April 30, 1932. 








Weyenberg in Strong Position 


MILWAUKEE, WIs.—The annual re- 
port for 1931 of the Weyenberg Shoe 
Manufacturing Co. indicates the firm 
was able to maintain itself in a strong 
working capital position despite the 
fact that sales fell off 24 per cent, 
which resulted in a loss of $280,064, 
after all charges, including depreciation 
and interest. 

At the end of the year cash alone 
amounted to over $301,000, or more 
than three times total current liabili- 
ties of $99,298. Net working capital 
was $1,854,384. There was outstand- 
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ing at the end of the year $917,600 of 
15-year 7 per cent sinking fund con- 
vertible notes. The net working capi- 
tal is therefore equal to more than 
$2,000 for each $1,000 note outstanding. 
Total net tangible assets were equal to 
approximately $3,280 per $1,000 of out- 
standing notes. 

During the year the company reduced 
the outstanding 15-year notes $75,000. 

The company holds in the treasury 
$75,000 of gold notes for the next cur- 
rent annual installment of sinking fund 
due June 10, 1932, and has acquired and 
holds $57,400 of notes in anticipation of 
future sinking fund requirements. 


Lull in Rochester Factories 


ROCHESTER, N. Y.—Far ahead in 
their fall orders, Rochester shoe fac- 
tories and others in this district are 
now experiencing a lull in business de- 
spite a brief pickup in retail orders re- 
cently that fell off almost as soon as it 
took hold. 

Factories generally have been reduc- 
ing cutting operations. A few have 
been holding sales conferences and 
stylists have been busy. Factories 
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PLAN MID-SUMMER MEETING 


Officers and directors of the Wisconsin Shoe 
Retailers Association, meeting at Fond du Lac, 
Wisc., decided not to hold the regular annual 
convention this year. A mid-summer get- 
together, however, will be held at Green Bay, 
Sunday, July 24—with a stag dinner sched- 
uled for Sunday night and a round table dis- 
cussion on Monday afternoon. 

Many of the traveling men who contact 
Wisconsin have expressed a desire to join 
forces with the merchants. A general invita- 
tion is herewith extended to traveling men who 
would like to join the stag dinner and round 
table discussion. 

Every shoe merchant in the state of Wis- 
consin is cordially invited to participate. Green 
Bay is at its best and R. E. Sager promises a 
royal welcome. Send word that you are plan- 
ing to attend, to Secretary J. E. Langenberg of 
Appleton, who should receive notice thereof at 
least five days before the dinner party. 
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making cemented sole shoes have been 
a trifle more active. 

Children’s shoe manufacturers last 
week expressed gratification at the 
business they have done, despite the 
present slump. E. P. Reed Co. and C. 
P. Ford & Co. have begun to place fall 
lines in salesmen’s hands. LaLonde & 
Clarke, infants’ shoe manufacturers, 
are getting ready with a new line. 
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Sports Shoe Week in Chicago 


CHIcAGO—One of the best window dis- 
plays for Sports Shoe Week seen in the 
Loop was at Metz Shoe Company. One 
window was given over to the interests 
of golf fans. Against a modernistic 
background worked out in black and 
white, golf shoes in all white, white 
with brown and with black make an 
effective show. 

The plots of grass on which were 
displayed golf balls (a side line handled 
by this house) and vari-colored tees 
gave color. Smart looking locker san- 
dals in black and white were among 
the accessories. In the back were hung 
photos of golf champions and a tourna- 
ment. The other window included box- 
ing shoes. Three posters selected from 
BooT AND SHOE RECORDER called atten- 
tion to “National Sports Shoe Week.” 


Whites Lead in Pittsburgh 


PITTSBFURH, PA.—White shoes are 
overwhelmingly popular here at pres- 
ent, figures of leading dealers show. 
Verner’s, dealers in shoes and hosiery, 
report that 80 per cent of the women’s 
shoes sold during the current week 
were white. Leading department stores 
also note this trend. 

More sport shoes are being sold to 
men than ever, store officials at Ver- 
ner’s report. Sixty per cent of the 
men’s shoes sold are sport shoes. 
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WHERE TO BUY 
ie Men’s Shoes 


HIGHEST CRADE ONLY” 


AST WEYMOUTH, MASS, U.S.A. 








“A MAN’S DECISION” 

















and MILLER COOK SHOES 


A. E. NETTLETON CO. 
H. W. COOK, President 
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PUMP PROMOTION PRODUCES SALES 


Detro1it—The window display ilius- 
trated on this page formed part of an 
interesting promotion by R. H. Fyfe & 
Co. of Detroit, in which this well- 
known store featured opera pumps 
simultaneously in newspaper ads and 
windows, with the result that interest 
was developed which made it necessary 
to stock over 2000 pairs on this par- 
ticular shoe. R. H. McPhail, depart- 
ment manager, directed this promotion. 

The window showed all of the vari- 
ous materials in which the pump was 
available and at the same time dis- 
played a sample of every individual 
size in stock. It also showed interest- 
ing facts about the construction of the 
shoe. Fyfe’s bought this pump in 
white, brown and mat kid, also patent 
leather, blue kid and crepe. 


Describing the window shown above, 
F. E. Whitelam, display manager for 
Fyfe’s, said: “The large size board 
used in the center of the display was 
constructed of beaver board, painted 
soft green with figures, widths and 
lines in darker green. All four mate- 
rials of pumps were used, but only one 
to a width, as black for AAAA, brown 
kid for AAA, white kid for AA, patent 
for A, brown kid for B, black kid for 
C. A few shoes in proper window 
sizes were shown each side of size 
board. 

“At the left front were two shoes 
with small cards, the smallest 1B and 
the largest 9C. Lasted and partly fin- 
ished shoes, illustrating points of con- 
struction, were displayed on the floor 
with explanatory cards.” 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 

















WHERE TO BUY 


Shoe Accessories 





Buy Superior Felt 
or Rubber Meta- 


tarsal Buttons 


leather | amet felt heel cushions, 
2 oy ne er heel Loo all felt 


dist felts, ‘inch ‘pads, ete, at 


manufactu: prices, from 
Sort ree CUSHION ARCH MFG. CO. 
t West Monrce Street Chicago, ti. 














Volume Demand for Whites 


CHICAGO — Good activity in white 
shoes, both men’s and women’s, con- 
tinues, it is reported. Although the 
early flurry for white still holds, some 
retailers are going slow on reordering, 
intending to clean out what they have. 
Such heavy early selling, in white, they 
think, may bring a later reaction with 
a resultant loss against profits in this 
perishable line of merchandise. 

The demand for blues and browns 
varies considerably with different 
houses, some reporting these colors 
dead, while others say they are sur- 
prisingly active. This is due, it is 
thought, to a difference in clientele. 
There is some demand for beige, hot 
days bringing them out upon the street 
in noticeable numbers. Conservative 
customers are staying with the darker 
colors, it is said. 


Sport Shoe Week Success 


PITTSBURGH, Pa.—National Sport 
Shoe Week, from May 23 through May 
28, has been very effective. in making 
Pittsburghers sport shoe conscious, R. 
Bruce Murphy, manager of the Stetson 
Shoe Shop, 203 Sixth Street, Pitts- 
burgh, said, in reporting a brisk busi- 
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ness in sport shoes for the current sea- 
son. Mr. Murphy praised the Pitts- 
burgh Sun-Telegraph, the Hearst after- 
noon daily here, for its cooperation with 
local merchants. The newspaper has 
run several full-page announcements of 
the sport shoe week. 

Men’s shoes are running to narrower 
toes again, Mr. Murphy says, and all 
white shoes are outstanding for both 
men and women. 


Best Season for Riding Boots 


PITTSBURGH, Pa.—Sales of riding 
boots have been greater this season 
than ever before at McCreery’s, leading 
Pittsburgh department store. G. C. 
Murphy, buyer of men’s, women’s and 
children’s shoes at McCreery’s, notes 
that white is exceedingly popular in all 
price ranges; even in men’s shoes white 
prevails over sport shoes and is favored 
either for sports or dress wear. 

White sandals are favored over all 
the gay colors of last year. Next to 
white, black is the predominating 
shade; sales of brown shoes are slow 
right now. Sport sandals are much 
more popular this year than last year, 
and leather soles are favored far more 
than the rubber soles of last year. 
Cuban heels predominate. 





Boot AND SHOE RECORDER 


combining THe SHoge ReralLer, June 4, 1932 








SPORT SHOE WEEK 





National Sports Shoe Week 
May 23—28 


—made in Hoily- 
wood and known $ 50 
from coast te coast 


as “sports shoes 

that fit.” 

The gclfer, the spectator, the hiker 
are unanimous in their praise of the 
Hollywecd sports shoe. Light weight, 
but sturdy. Tan, brown, smoke or 
white with rubber or leather soles and 
hee's. Sizes 4 to 8%. 


” He'lywood Ghillies for the growing g.tl, sizes 4 to 81%, $5. 


SH EPARD Shoe Store— 


First Floor 
The Home of WNAC 











One of the striking shoe ads in which 
the Shepard stores of Boston featured 
National Sports Shoe Week. 


Mr. Murphy feels that white fabrics 
and white leathers will predominate in 
summer shoes. He adds that it is well 
to buy conservative lines and to buy 
conservatively, because shoe factories 
are in a position now to give excellent 
service on original and re-orders. 

McCreery’s does not go in strongly 
for entertainment features calculated 
to attract children to the shoe depart- 
ment. Well selected lines of shoes, 
scientifically constructed for the chil- 
dren’s feet and possessed of good wear- 
ing qualities, make satisfied customers 
of the mothers, and they can be de- 
pended upon to bring the youngsters to 
the department. MCreery’s shoe busi- 
ness has been growing rapidly, and at 
present shows substantial gains over 
last year’s figures. 

In addition to regular shoe windows 
arranged from time to time, shoes are 
featured as accessories with various 
costumes, so that shoes appear in some 
windows all the time. Windows play 
a very important part in the sale ot 
shoes, Mr. Murphy says, and newspaper 
advertising is a great aid to sales. 


Kitty Kelly Advertising 

New York—Leon A. Friedman, ad- 
vertising agency, has been appointed to 
handle the advertising of Kitty Kelly 
shoes. Kitty Kelly shoes have 15 re- 
tail shoe stores in the metropolitan 
area, all retailing popular priced foot- 





wear. 
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>» ABOUT PEOPLE 
C. W. Conaway Going Abroad 


NEw YorK—C. W. Conaway, of the’ 


Conaway Winter Studios, with offices 
in Brooklyn, St. Louis, Boston and Mil- 
waukee, is preparing to leave for an 
extended trip to European countries. 


~ 


C. W. CONAWAY 


Mr. Conaway will search the style 
marts for new ideas for the coming 
seasons and introduce them to Amer- 
ican manufacturers and_ retailers 
through his Style Service. 

Mr. Conaway will sail on the new 
ship Empress of Britain. Among the 
countries he will visit will be England, 
Ireland, France and Germany. 


OBITUARY 


Frank J. LePine Dies 


RocHEsTeR, N. Y.—F rank J. LePine, 
founder of the Rochester Shoe Style 
Shows, held for many-years here, and 
one of the best known shoe salesmen 
in the trade, died suddenly in the 
Powers Hotel last week. A resident of 
Oak Park, IIll., he was on a business 
trip to his native city, Rochester, when 
he was seized with a stroke of apo- 
plexy. He was 63 years old. 

Only a few hours before his death 
Mr. LePine conferred with George W. 
Burrows, vice-president of the Sher- 
wood Shoe Co., which he has repre- 
sented for 12 years. He was one of the 
founders of the Rochester Association 
of Traveling Shoe Salesmen 20 years 
ago. His idea of inviting shoe buyers 
from all parts of the country to the 
Rochester style show was duplicated by 
the National Retail Shoe Dealers’ As- 
sociation a decade ago and last year by 
the National Boot and Shoe Manufac- 
turers’ Association. 

Born in Rochester, Mr. LePine’s first 
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The call now is for white 
elk and smoke elk for out- 
door wear. Be sure you 


haven’t overlooked sizing 
up on this type of foot- 


DUDE RANCH CAMP-MOCS 


(GENUINE GOODYEAR WELTS) 


IN STOCK—Always 


The 
TEE TIE 


Style 338—Coffee elk unlined 
Tee Tie. Treated oak sole— 
11/8 leather heel. 


Sizes 314/8 AAA—3/8 AA-A 
—24/8 B-C 


Style 337—White elk unlined 
Tee Tie. White sport sole— 
11/8 white gristle heel. 


Style 339—Light smoke un- 
lined Tee Tie. Sport sole— 
11/8 leather heel. 

Sizes 3144/8 AAA—3/8 AA-A 

—214/8 B-C 


Write for Dude Ranch Camp Mocs Catalog 
in natural colors, showing complete line. 


THE JUVENILE ‘SHOR CORPORATION 


AURORA MISSOURI 
ST. LOUIS SALES OFFICE: JEFFERSON HOTEL 
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WHERE TO BUY 


IV omen’s Shoes 


Lt et ee 


“KUSH -IN-EZE”Q 
REGISTERED 
Hand-turned house ‘shoes with 
all that any woman desires in a 


shoe of this type. All sizes and 
widths in 
stock, Thirty 
n 


MA Send for Catalog 
~ 


VAUGHAN.TOWLE CO. 


WAKEFIELD, MASS. 
ke) (DIVISION OF L. B. EVANS’ SON CO.) © 








CUSHION SHOES 


FOR WOMEN 
EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 


THE -JOHN 











8S OO 


WHERE TO BUY 


Children’s Footwear 


le ll i eel ee ellie elie hie lid 


WELTS 
HAVE 
FLEXIBILITY 
SMOOTHER INSOLES 
QUALITY AT LOW PRICES 


By 
SHAFT-PIERCE SHOE COMPANY 
Mfrs, of Acrobat and Clara Barton Shoes. 
FARIBAULT, MINNESOTA 











[For Boys | KAMPT 
ms iy SHOE | 
Tan and Smoked Elk Moccasins 
Goodyear Welts In Stock 
5/8—Infants’ 
8% /12—Child’s 
$2.25 


) { FOR GIRLS | 


12% /8—Misses’ 
2% /8— Women's 
$3.16 


ADAMS BROs. 


PLETSEFIEUD W 

















ATTRACTIVE NEW STORE 
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New YorK—The new Midtown Edu- 
cator Shoe Store has recently opened at 
29 West Forty-seventh Street. This 
store has a very pleasing interior, be- 
ing finished in walnut. Individual chairs 
seat 40 in the men’s and women’s de- 
partment, while 20 children may be ac- 
commodated in the children’s section. 
C. W. Goldy, who has long been an ex- 
ponent of correctly fitting feet, is in 


charge of the new store as manager. 

The present Educator shoes still con- 
tinue the use of the Original Educator 
lasts and patterns, but with improved 
specifications. Since the opening of 
this retail outlet, many of the old cus- 
tomers have expressed gratification at 
being able to purchase their favorite 
footwear in such a pleasing environ- 
ment. 








connection with the shoe trade was with 
the old Williams & Hoyt Co. He repre- 
sented the firm in the Northwest until 
it liquidated, after which he served two 
other Rochester firms, E. P. Reed & 
Co. and D. Armstrong & Co. He 
served the Lape-Adler Co. of Columbus 
for a year and then joined the Sher- 
wood staff. His Chicago headquarters 
were in,the Republic Building. 

Funeral services at Blessed Sacra- 
ment Church here drew shoe men from 
all over the district. Old associates 
acted as pallbearers. He was buried in 
Holy Sepulchre Cemetery, Rochester. 
He is survived by his wife, Mrs. Belle 
Regan LePine, and a son, Frank H. Le- 
Pine. 


Tinsley Ragland 


ATLANTA, GA.—Funeral services for 
Tinsley Ragland, who died in Atlanta 
following an illness of several months, 
were held on Saturday afternoon, May 
21, at Talbotten, Ga., his former home. 

Mr. Ragland, who was 54, was one 
of the best known shoe men in the 
South. Born in Talbotten, Ga., he was 
educated there and served two terms 
in the Georgia legislature as State 
Senator. He was known as “Senator” 
Ragland to a large section of the trade 
and the title was a real, not a ficitious, 
one. 

For years Mr. Ragland maintained 
an office in Atlanta and traveled the 
Southeast as representative of the 
Crawford Shoe Co. Later he became 
connected with the Bona Allen Co. at 
Buford, Ga., and a few months before 
he was taken ill he was connected with 
the Brockton Shoe Co. 
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Mr. Ragland was a member of the 
Masonic order, the Knights of Pythias 
and the Capital City Club and was 
most popular in the section. 


Theodore Bergmann 


PORTLAND, ORE.—Theodore  Berg- 
mann, 76, president of the Bergmann 
Shoe Manufacturing Co. and a resident 
of Portland for many years, died at his 
home here. He had been ill for the 
past eight months. 

Mr. Bergmann was born in Leipzig, 
Germany, where he learned the shoe- 
maker’s trade. He came to this country 
in 1879 and lived in St. Louis until he 
moved to Portland in 1881. In 1902 he 
founded the shoe company and had 
been its president continuously since. 
The firm is noted for their extensive 
line of loggers’ and golf shoes. 

In addition to his widow, Mr. Berg- 
mann is survived by his three sons, 
Charles of Louisville, Ky., and Edward 
and William Bergmann of Portland, 
and four married daughters. He was 
a member of Modern Woodmen and 
the Lang Syne Society. 


Samuel Levie 


BALTIMORE, Mp.—Samuel Levie, who 
had been identified with the retail shoe 
business of Baltimore, Md., for more 
than thirty years, died suddenly at his 
home, 2111 Park avenue. Mr. Levie, 
trading as Levie’s Shoe Shop, operated 
his store at 1735 Pennsylvania avenue. 
He was 59 years old. Mr. Levie is 
survived by his widow, Mrs. Annie S. 
Levie, a daughter, Mrs. Charles Bien, 
a brother, Charles W. Levie and a sis- 





ter, Mrs. David E. Marks. 


Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, June 4, 1932 





Thomas Gould Harrison 


East ORANGE, N. J.—Thomas Gould 
Harrison, a retired shoe manuacturer, 
died May 28 at his home in East 
Orange, N. J. A life-long resident of 
East Orange, he was a member of an 
early Colonial family. His ancestors 
were among the founders of Newark. 

Early in his career, Mr. Harrison 
was associated with the Orange Journal 
and the Orange Chronicle and the 
Newark Daily Advertiser. 
the shoe company of Harrison Brothers, 
founded by his brothers, George K. and 
John G. Harrison, in 1882. He was a 
member of the New England Society 
and the Sons of the American Revolu- 
tion and was an elder of the First 
Church of Orange, Presbyterian. 

His widow, three children, Schuyler 
G. and the Misses Lucy M. and Wini- 
fred L. Harrison and his brother John 
G. Harrison, all of East Orange, sur- 
vive. 


>» TRADE DOINGS ¢q 
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Introducing Foot Appliance Line 


New YorK—Camarata & Rimini, of 
1 West 34th St., New York, have been 
appointed United States representa- 
tives and sole distributors for the line 
of foot comfort and orthopedic appli- 
ances manufactured by Hinders, Ltd., 
of England. The firm reports a favor- 
able reception to the line, on which re- 
tail distribution rights are now being 
granted. 


New Boston Office 


BostoN—A new and enlarged Bos- 
ton sales office has been opened by the 
Cambridge Rubber Co., at 596-598 At- 
lantic Avenue. The office is in charge 
of Frank Walsh. Its location, close to 
the South Station, will prove much 
more convenient for customers and 
friends who are invited by the company 
to make this new office their headquar- 
ters while in the city. 


Issue Fall Color Chart 


PHILADELPHIA—Quality, rather than 
price, as the basis for purchasing is 
emphasized in the new Fall edition of 
the Vici Color Chart which is being 
distributed to shoe retailers by Robert 
H. Foerderer, Inc. 

For fifteen successive seasons Forst- 
mann & Huffmann Co. and Cheney 
Brothers, leading textile stylists, have 
cooperated with the Foerderer firm in 
issuing to the trade a guide to buying 
and sales aid. 

This fall, in view of the uncertainty 
of business conditions, only the most 
important colors in costumes and foot- 
wear have been included in the chart. 

The leathers are grouped with the 
costume colors for which they were 
created. 

Fashion interest still centers in the 
darker accessories contrasting with the 
costumes, 
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FOUCHT RUBBER DUTY 








BRADLEY DEWEY 


Fought Crude Rubber Tax 


BosTOoN — Bradley Dewey, president 
of the Dewey & Almy Chemical Com- 
pany, of Cambridge, Mass., makers of 
the Darex sole, has been busy leading 
a fight in Washington against the pro- 
posed import tax on import rubber. Mr. 
Dewey sent to United States Senator 
David I. Walsh a letter summarizing 
the information previously given the 
committee. In this letter he made five 
points: 

First—There are in this country 500 
or more small users of crude rubber 
who are in direct competition with 
other manufacturers using other, and 
untaxed, materials. These users of un- 
taxed materials would naturally be un- 
fairly benefited by any tax on crude 
rubber. 

Second—Research designed to de- 
velop new uses for crude rubber would 
necessarily be held up unless there is 
assurance that this raw material will 
not be thrown out of line with other 
raw materials by the addition of an 
import duty. 

Third—The proposed tax, if enacted 
into law, would impede much foreign 
trade. Mr. Dewey points out, in this 
connection, that his firm alone sells to 
twenty-seven different countries. 

Fourth—The incorporation into the 
tariff laws of a tax on crude rubber 
would, by limiting the use of rubber, 
make it more difficult for England and 
Holland to market their rubber and 
would lead to retaliatory export duties 
by their colonies. 

Fifth—An import duty without a cor- 
responding tax on stocks already held 
in this country would give an obvious 
and unfair advantage to those compa- 
nies which have gambled in crude rub- 
ber and who have large stocks in this 
country. 
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WHERE TO BUY 


Men’s and Women’s 


Shippers 
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W. 8. CHASE & SONS, INC., 
HAVERHILL, MASS. 
Men’s Full Leather Lined 

Handturned Slippers 
Priced from $1.75 
Kid Pullman Slippers 
colors and Black with 
Snap Pocket $1.35 
Zipper Pocket $1.50 


In Stock 





QUALITY TURN 
D’ORSAYS 


All Colors A & C in Stock 
to Retail at $2.00 
Write for catalogue 
\ FREEMAN-THOMPSON 
OE COMPANY 
\ St. Paul, 








Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $2.00 TO 
GOLDEN BROWN KID—IN STOCK 


ROTH SHOB COMPANY 
MANUFACTURERS 
50 N. FOURTH ST. PHILADELPHIA 














WHERE TO BUY 


Sport Footwear 
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2 MAIN ST. 
WILTON. MAINE 


GH.BASS & CO. 











WHERE TO BUY 


Shoe Forms 


| Yarry Forms| 
FOR SHOES AND HOSIERY 


made from white, 
transparent or colored 


FAIR YLITE 


Shoe Form Co. Ine., Auburn,N.Y. 
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WHERE TO BUY 
Sandals 








Hard Leather Soles—Wood Heels 
HORCO SLIPPERS are made better— 
and sell better—than any other slippers 
on the market in the popular — 
class. 
Samples on Request 

VINCENT HORWITZ, CO., | Inc. 
64-76 W. 23rd S ork City 











rashes throutdh - 


2 with the shoe for 32 






The DANCE 
CAMP Sandal 


Protects from 
Athlete’s Foot 


Three winning socmee— ae Covered Arch, and the 
Right Price—$2.75 list. This new number is double 
stitched, lasted tke regular shoe, has counter, elk 
sole, and is strapped to buckle, not elastic, All 
widths, sizes, half sizes, B to E. Black, tan, white. 
Write for sample. 
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Dept. 


N. State St., 
5, Chicago 
Branch: 


6362 Hollywood Blvd. 
Hollywood, Calif. 


AVI AY BD ‘Theatric ral 
SHOE COMPANY 
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WHERE TO BUY 
Ballet Slippers 





1 tid 


IN-STOCK—BLACK KID BAL- 
LET—RIGHT AND LEFT LAST 


Wom, Miss. Childs 
eee. eg 4 od 10 ot os 
30 8=—1.25 -20 


Brooks Shee Mfg.Co. 
Philadelphia 
Swanson and Ritner Sts. 

Los Angeles—1162 So. Hill St. 












IN 
STOCK 








In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 
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WHERE TO BUY 
Shoe Cleaner 
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BLANCO 


For aged and Renovating 
any white s 

The anes 
still the best. 


LXING, HARRAR & CHAMBERLIN, 
Sole Agents for the U. 8. A. 


cake dressing and 





INC. 











43 N. 3rd Street, Philadelphia 





part so the toes have the feeling of 
gripping the ground. 

Fully 35 per cent of golf shoes sold 
have spiked soles. In patterns some 
25 per cent are genuine moccasins, 
with another 25 per cent welt mocca- 
sins. Plain toes will outnumber the 
wing tips by 3 to 1. In the high 
grade field half the shoes will be all 
brown with 45 per cent in combina- 
tions and 5 per cent in all white buck. 
Shoes sold to golfers around the $5.00 
mark are nearly all in the combina- 
tions of elk finish or calf leathers, 
with the rubber and composition soles 
in the vast majority. Nearly all steady 
golfers who have a pair of brown and 
white shoes also have a pair of all 
brown ones. 

One interesting sidelight from Aber- 
crombie & Fitch: For a number of 
years this store has carried a men’s 
54-inch high cut golf shoe, web grip 
non-slip sole. This was bought in lim- 
ited quantities by the older golfers. 
Last year Mr. Haehnlen decided to 
discontinue this shoe, but the increase 
in the wearing of long trousers has 
jumped the sales, so that this year it 
is an active number. As this firm sells 
sport shoes to the tune of several hun- 
dred thousand dollars a year, this in- 
formation carries weight There are 
lots of men from 55 to 75 years old 
who are good ‘golfers and never wear 
knickers. Many of these men prefer 
the high top shoes and there are plenty 
of arguments why they should be en- 
couraged to continue wearing them. 

Just because the Prince of Wales is 
wearing a ghillie tie when golfing, a 
few manufacturers are showing this 
type shoe for men. One concern pre- 


“dicts a limited future for it when worn 


with the flannel trousers, but the shoe 
buyers as a whole are cold to the idea 
of doing any promotion work on so 
dangerous a pattern. The feeling ex- 
ists that this is a wonderful good 
shoe to get stuck with. 

Just what should a retail shoe sales- 
man say when a man asks to be shown 
golf shoes depends on how well he is 
up on the fine points of the game and 
how well he has been coached. One 
well versed retail shoe man believes 
that there are three important golf 
shoes. To his way of thinking a sales- 
man should proceed to get the three 
shoes and show them to the customer 
with this practical message: 

“The important thing about golf 
shoes is absolute comfort, for when 
you are starting a game of golf you are 
starting out on a 5 or 10-mile hike. 
Your feet will probably get more 
actual use during one game than you 
will normally give them during an en- 
tire week. 

“I want to show you these three 
types of shoes. All may be had in 
either spike or composition non-slip 
fibre soles. 
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More Golf Shoes Sold Right 


[CONTINUED FROM PAGE 24] 





“This first shoe is a genuine Indian 
moccasin and has comfort features not 
found in other types of shoes. Your 
foot is placed in a covering of soft 
comfortable upper leather. There are 
no seams in the innersoles or box toes 
that might tend to crowd the foot. The 
very nature of a moccasin requires 
that they be made from the best selec- 
tion of heavy leathers which dry out 
soft after being wet. They, therefore, 
can stand a lot of punishment and 
abuse and give you old shoe comfort 
from the moment you set your foot in 
them. 

“One more thing. During the past 
five years the top notch golfers have 
discovered foot comfort to be vital, so 
more moccasins have been worn by im- 
portant golf champions than all other 
shoes. 

“On the other hand, these other shoes 
have features not found in the mocca- 
sins. Because of the inner-sole con- 
struction, these Goodyear welts will 
hold their shape better and give a more 
solid foundation. They feel better un- 
der the foot and are preferred by 
many. 

“This white buck shoe is the newest 
and smartest shoe yet produced. It 
has the comfort feature of the plain 
toe and is substantial. One added fea- 
ture is the upper material of genuine 
white buck. Many of our customers 
who have given this shoe a thorough 
testing in actual use tell us they find 
the all-white buck is much easier to 
take care of than the combination of 
white buck and brown or black calf. 

“This next plain toe shoe is also of 
welt construction. It is one we find 
to be very practical. The leather will 
withstand considerable rough usage 
and come out in good condition with 
reasonable amount of care. Right here 
may I emphasize the importance of 
shoe trees for your golf shoes, regard- 
less of what kind or type you may own. 
This tree has the ventilation feature 
so necessary, in that it allows the in- 
side of the shoe to dry out properly 
so that the linings will not get rough 
and the innersoles curl up. 

“To go back to shoes, last construc- 
tion has been very carefully worked 
out. Notice how the inside line is 
drawn well under the arch and ob- 
serve the swing of the last on the out- 
side so that there will be plenty of 
room at the ball. Notice, too, the high 
toe and the high side walls of the last. 
While this shoe comes both with the 
spike and the non-slip composition 
soles, the latter kind are much pre- 
ferred, as the shoe may be worn for 
both active golf and general utility 
wear. The comparative lightness and 
flexibility of this model makes it our 
most practical and serviceable welt 
model. 

“Now, sir, may I try on all three 
pairs and let you make your choice?” 
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HOTELS OF DISTINCTION 
IN ST. LOUIS 


$300 


to 
$450 
Tuband 
Shower 


btels 


MAYFAIR 


EIGHTH and SAINT CHARLES 
and 


LENNOX 


NINTH and WASHINGTON 


i> §$T. LOUIS 


In the very center of 
things. Just a step from 
theatre, shopping and busi- 
ness district. Admittedly 
offering more personal 
room comforts and refine- 
ments than any other 
hotels in Saint Louis. And 
any Saint Louisan will tell 
you that these new hotels 
are decidedly the places to 
dine in St. Louis. 


Coffee Shop 
Garage Service 


Ice-Cooled Air 


Club Meals in Dining Rooms 


OPERATED BY HEISS HOTEL SYSTEM 








Relieve Tight Vamps 


on pumps and strap slippers; also ease 
— seams on men’s oxfords and women's 


VAMP EASER 


Eliminates Binding at Instep 


Removes pressure from corns and _ bunions 
without stretching shoe elsewhere. No strain 
on stitching. 

This remarkable machine is sent on ten day 
trial to responsible merchants. 


Vamp Easer Co. 5541, Ferdinand St. 


PRICE NOW ONLY 89.50 F.u.B. Chicago. 
Salesmen—Write for particulars 








V ALANCES 


“ Modern, inexpensive, 
S8c foot and up. 

| Send Glass Sizes for 

Samples and Designs. 


> CAMDEN ARTCRAFT Co. 


160 N. Wells Street 
Chicago, Il. 








Advertise Your Business 


Souvenir Mirrors to 








1000 mirrors, 
$22.50 per M. 
2500 mirrors, 
$20.00 per M. 
5000 or more 
mirrors, $18.50 
per M. 


The above prices 
include your own 


The Lady on the Other 
Side Is Requested to 
Purchase Her Shoes and 
Hosiery from 


¢ Company’s Name 


Any Street 





Any Town 





Actual size 2 @ 3 inches 


advertisement. 
These mirrors come in assorted colors. 


SOUVENIR MIRROR WORKS 





125 West 33rd St., New York, N. Y. 


J=NEW/ 


MODERNIZE YOUR 
STORE WITH MODERN 
MODERNISTIC SHOE CARTON 
LABELS -&* WRITE FOR 
SAMPLES-*NO OBLIGATION 
OVER FIFTY YEARS OF 
DEPENDABLE SERVICE 


OST LESS-® LAST LONGER’ 
EXECUTIVE OFFICES 
259*275 LEXINGTON AVE. 

ee BROOKLYN, N.Y. NONE 



































EYE ARRESTING— 
RACINE DISPLAY RACKS 


Customers like to look at— 
handle shoes. They like to 
value—compare. Let them at 
your shoes. Show them to sell 
them. Racine racks perform 
this selling service, They are 
not expensive. 





Available in floor and counter 
styles. Varying sizes. Adjust- 
able. Simple lines. Sturdily 
built. Finished in rich black 
or walnut. Write for illustrated 
folder and prices. 


Imperial Bit and Snap Co. 
Racine, Wis. 





RACINE COUNTER RACK @ 


LL 
LAWRENCE LEATHERS 

















A C.LAWRENCE LEATHER Co. 


BOSTON + PEABODY: NEW YORK: CHICAGO «ST LOUIS 





CINCINNATI > PHILADELPHIA: GLOVERSVILLE 


Students in Famous Illinois Clinic 


STUDY CHIROPODY 


Shoemen realize the necessity for scientific care of the feet. 
Chiropody offers an attractive profession and economic stabil- 
ity in this uncrowded specialty to those with a foundation in 
merchandising footwear. 

High School Education or State Department of Education 
equivalent required for entrance. Three buildings, wide recog- 
nition, scientific equipment. Foot Clinics treating 35,000 an- 
nually. Twenty-first year, excellent faculty of chiropodists, 
physicians, surgeons, chemists and orthopedists. 

Two and three year courses leading to degree: Doctor of 
Surgical Chiropody. Bulletin upon request. 
=2aeeeeeee MAIL THIS COUPON TODAY @2e22eee0 


ILLINOIS COLLEGE OF CHIROPODY AND FOOT SURGERY 
1327 Norte Clark Street, Chicago, Illinois 


Gentlemen: Please send me, postage prepaid, latest catalog and com- 
plete information relative to Chiropody and your school, 


Name sliiiabertia 
Street and Number 
City ’ 








State......... ; 
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A BUYING GUIDE TO 
OUR ADVERTIVERS 
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LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass...........-++ 41 
Convy Heel Covering Co., St. Louis, Mo... 6 















BOOTS AND SHOES 
Adams Bros., Pittsfield, N. H............. 56 
Advance Theatrical Shoe Co., Chicago, Ill.. 54 
Advance Theatrical Shoe, Hollywood, Cal. 
Ault-Williamson Shoe Co., Auburn, Me., 


8-9, 26-27 
Athletic Shoe Co., Chicago, Ill............. 57 
Bass, G. H., & Co., Wilton, Me............ 57 


Blog Shoe Findings Co., New York City... 58 
Booth, Walter Shoe Co., Milwaukee, Wis. .34-35 
Brooks Shoe Mfg. Co., Philadelphia, Pa.... 58 
Brown Shoe Co., St. Louis, Mo............ 25 
Cambridge Rubber Co., Cambridge, Mass... 2 
Chase, W. S., & Sons, Haverhill, Mass..... 57 
ee W. B., Co., Rochester, N. Y.........- 52 
we Sawin, & Sons, Inc., E. Weymouth, 


WPTTTITITITI TTT TTT TTreTrTeeee 54 
a J. M., Shoe Co., So. Braintree, 
MDS wan Gwocoussbeceusedcesedoescessecs 56 
Dodge, Bliss & Perry Co., Inc., Newbury- 
DOCG, BM os Ci vcccscousscceesucve ooetess 12 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 56 
Evans, L. B., Son Co., Wakefield, Mass... 54 


Florsheim Shoe Co., The, Chicago, Ill...... 7 


ee ea 
Green, Daniel Co., Dolgeville, N. Y., 

Second Cover 
Green Shoe Mfg. Co., Boston, Mass........ 3 
Horwitz, Vincent Co., New York, N. Y.... 58 
Juvenile Shoe Corp., Aurora, Mo........... 55 
Kendall Shoe Co., Haverhill, Mass......... 54 
Marathon Shoe Co., The, Wausau, Wis... .. 14 
Musebeck Shoe Co., Danville, Ill........... 5 
Nettleton, A. E., Syracuse, N. Y.......... 54 
Old Colony Shoe Co., Brockton, Mass...... 54 
Packard, M. A., Co., Brockton, Mass...... 54 
Pedigo-Lake Shoe Co., St. Louis, Mo....... 1 


4 Wooden Sole Shoe Co., Columbus, 
58 


Richards & Brennan Co., Randolph, Mass. 54 
Roth Shoe Co., Philadelphia, Pa........... 57 
Si-En-Tiffick Shoe Co., Columbus, O....... 4 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 5 
Shaft-Pierce Shoe Co., Faribault, Minn.... 56 
Stacy-Adams Co., Brockton, Mass.......... 54 
United Shoe Mfg. Co., St. Louis, Mo... .38-39 


United States Rubber Co., New York City, 
Front Cover 


Vaughan Towle Co., Wakefield, Mass....... 56 
haere peed Shoe Co., Cedar Grove, 












Evans, John R., & Co., Camden, N. J... .30-31 
Goodyear Tire & Rubber Co., Akron, Ohio.10-11 


Hamel, L. H., Leather Co., Haverhill, Mass., 
Back Cover 


Lawrence, A. C., Leather Co., Boston, Mass. 61 
MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Compo Shoe Machinery Corp., New York City 33 
Everett & Barron Co., Providence, R. I.... 63 


Janvier, Walter, Inc., New York, N. Y..... 51 
Laing, Harrar & Chamberlin, Inc., Phila- 
GE, FE. co csc isverrietvtvserccseess 58 
The Zapon Co., Stamford, Conn........... 51 
United Last Co., Boston, Mass............ 43 
United Shoe Machinery — 
ET ET OTERO ee Chat. * whied over 


SHOE ACCESSORIES 
Camarata & Rimini, New York, N. Y...... 59 
coaty Shoe Findings Mfg. Co., Chicago, a 


SHOE STORE EQUIPMENT 
Camden Artcraft Co., Chicago, Ill......... 61 
Imperial Bit & Snap Co., Racine, Wis.... 61 


Meyer, Frank C., Co., Brooklyn, N. Y....: 61 
Shoe Form Co., Auburn, N. Y........... 57, 59 
Souvenir Mirror Works, New York City... 61 
Vamp-Easer Co., Chicago, Ill.............. 61 
MISCELLANEOUS 


American Weekly, The, New York, N. Y.... 29 
Boston Shoe Fair, Boston, Mass............ 45 


Glauberg, Max, New York City............ 60 


Illinois College of Chiropody & Foot Sur- 
gener, Cbenme, Th. 6. cc ities vaccerctacces 61 


Kirsch-Blacher Co., Inc., New York City... 60 


Poster & Deutsch, New York City......... 60 
Shelton Hotel, New York City............ 63 
Simon, I., Co., New York City............. 60 
The Chase Hotel, St. Louis, Mo............ 59 
The Madison, Atlantic City; N. J.......... 63 
Hotel Mayfair, St. Louis, Mo.............. 61 


As Infinite in Variety 
[CONTINUED FROM PAGE 21] 


crocheted Lastex yarns and the high- 
grade leather soles sandals may be 
stocked. For the medium and lower- 
priced stores there are the canvas and 
molded rubber as well as welt rubber- 
soled shoes and sandals, which are ex- 
tremely modest in price but highly dec- 
orative. Based upon the experience of 
last year most of the sandal producers 
have made improvements in their lines, 
such as the addition of shanks to give 
more support. 





No Royal Road to Readjustment 
[CONTINUED FROM PAGE 36] 


insanity. Instead of developing con- 
structive plans we are inclined to put 
too much reliance upon the dictum, 
‘Thou Shalt Not.’ 

“From men in your profession I 
would ask that you resent the prohibi- 
tions which would suggest that in order 
to see life in its proper aspects you 
stand on your heads. You have been 
trained to think, and if ever there was 
a time for clear thinking and untram- 
melled vision, it is now. Always in 
times of readjustment panacea and 
quack remedies have their inning. 
There is no royal road to readjustment. 
Hard work, clear thinking and resolute 
acceptance of hardship, if necessary, 
have always been the spurs which drove 
the world to greater progress and this 
is the day. 

“It is proper that at a time such as 
this there should be a clear call that 
can point out the fact that there are 
those who through ignorance prostitute 
high principles and who are willing to 
accept compromise and its consequences 
rather than stern adherence to im- 
mutable law. No man is better trained 
to recognize an immutable law than a 
chemist. I would emphasize the fact 
that there are also immutable laws in 
other realms which are the only ones 
which may guide us under our present 
condition. Stand on your feet and em- 
phasize what you know to be the truth 
without fear.” 

In his report to the Council on Thurs- 
day, Mr. Moffat emphasized the fact 
that the organization is carrying on a 
more extensive and varied service than 
ever in its history. The usual group 
meetings were held and the gatherings 
were well attended. 





Hotel Lennox, St. Louis, Mo.............4+ 
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